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@ Every patron of your store requires more than one 
type of footwear. 

@ Get “second pair” minded—the extra pair yields 
extra profits. 

@ Only the store with a complete stock can talk that 
“second pair . 


That "second pair" is easy to sell. You know the circumstances inci- 
dental to the first sale and, so, have a head-start toward that "second 
pair." You are in good position to suggest the customer's probable 
additional requirements. 

Friedman-Shelby stocks for your selection a wide assortment of styles 
and types in complete size ranges. Thus, you are enabled, when buy- 
ing, to include in your order shoes of that "second pair" nature— 
varied types that sell by suggestion. 
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¢¢ USTOM,” as a word designat- 
ing or describing merchandise—in 
connection with other words to de- 
scribe or designate ready made 
merchandise of various kinds, has 
been a controversial subject for 
some time. Recently, the proper 
use of the terms “Custom Made” 
and “Custom Built” have been dis- 
cussed by the Better Business Bu- 
reau of New York City with a 








number of merchants who have sub- 
scribed to the view that the com- 
monly understood literal meaning 
of the term “to order” should be 
respected and preserved. 

The Bureau, therefore, urges the 
strict observance by the trade of 
the standard on the subject as ex- 
pressed in “The Guide for Retail 
Store Advertising,” distributed by 
the National Association of Better 
Business Bureaus, which carries the 
following definition: 

“The terms ‘Custom Made,’ ‘Cus- 
tom Tailored,’ ‘Made to Measure,’ 
and ‘Made the Custom Way,’ 
should be used in advertising only 
when the merchandise so described 
is made to the order and measure- 
ment of or to the specifications of 
an individual customer.” 





boot and Shoe Kecotder 


VOICE of the TRADE 


The customer referred to is, in 
all cases, the consumer or ultimate 
user. 

& * * 
@. H. KIRKPATRICK of Okla- 
homa City, Okla., who represents 
the Walter T. Dickerson Company, 
has a swell calling card, the reverse 
of which gives the following: 


EASTER SUNDAYS 


MN oo str One .March 28th 
Sc eN.. Se April 17th 
MOM Pe Bckac os Se April 9th 
MR So ook Sucety ere March 24th 
1941 -......... April 13th 
ME co ctcudey colimbee April 5th 
i | AR art ie April 25th 
L _” NI narra So ere April 9th 
NI ooo coco occ nee April Ist 
Lo Seer ae April 21st 
JO") RENN aio bee Sremee April 6th 
Ms eae eee es March 28th 
A Sk haiee eae April 17th 
WONG on pv cecemine eines April 9th 





BRUBBER soles on tanks! Sounds 
startling, does it not? The cater- 
pillar treads of U. S. army tanks, 
of new types, are soled with rubber, 
about six inches thick. That’s for 
the cushion tread also the silent 
tread for tanks. Less noise and less 
jar than from iron-hoofed tanks. _ 


Page 23 


Vol. CXIl, No. 5 






HOW to make a high price shoe 
stand out in the crowd—that is the 
question! What can be done to 
make the public appreciative of 
the best in shoemaking? 

Saks Fifth Avenue “defines a 
HANDSEWN SHOE” in a three- 
column ad, saying: 

“We probably sell more hand- 
sewn shoes than any other store in 
the world. We can think of no 








better advertisement than to define 
precisely what a handsewn shoe is: 
A handsewn shoe is a shoe whose 
important component parts, sole 
and upper, are stitched together by 
human hand. 

“Women are often misled by 
trick expressions such as ‘hand 
turned,’ ‘hand lasted,’ and ‘hand 
made’ into believing that they are 
purchasing handsewn shoes. More 
definitions for clarity’s sake: 

“Hand turned means the shoe is 
made on the wrong side and turned 
over by hand. Hand lasted means 
the shoe is shaped and pulled over 
the last by hand. Both these oper- 
ations can be done by machine. 

“A Saks Fifth Avenue handsewn 
shoe is first of all a smart shoe. It 
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has a handsewn sole plus hand turn- 
ing and hand lasting, as well. And 
it is stamped handsewn on the 
shank. We show one from our vast 
collection.” 
* * * 

IN the same issue of the Sunday 
papers, four columns, half page, I. 
Miller & Sons, Inc., says: 

“BENCHMADE by I. Miller. 
Hand-sewn, in the old Guildhall 
manner, our Benchmade shoes are 
the crowning achievement of a half 
century of quality shoemaking. So 
fine are the leathers, so exquisite the 
designs, so painstaking the hand- 
work, that you will vow hence- 
forth to wear only I. Miller ‘Bench- 


999 


mades. 
* * * 


FOR the football fan and the polo 
and hockey spectator, the “DOG- 
GIES,” sheep-lined, leather covered 
and lockstitched sewn, have made a 
new item of sale in shoe stores. 
Many merchants are planning to 
feature them in football season win- 
dows because the over-boots, shear- 
ling-lined, give comfort and warmth 
to the spectator and the case (when 
used as a seat) is particularly de- 
sirable when the stadium is wet 
and cold. 

Extra items for shoe store sale 
carry their own interest in the win- 
dow and serve as traffic makers to 
customers who want new shoes for 
new uses. 





ADRIAN, Metro-Goldwyn-Mayer 
fashion creator said: 

“Fashion is due to hit a new 
high in extravagance and glamour. 
Beginning with the Fall months, 
feminine wearing apparel will bz 
more beautiful and more elaborate 
than it has been in many years. 
This is always the case when there 
is an upheaval in world affairs. It 
happens whenever nations seem to 


totter on the verge of catastrophe. . 


At times such as this the world 
reaches out hysterically for beauty. 
Thus gorgeously gowned women 
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—The world is full of isms these 
da 

—Big isms, little isms, harmless 
isms and some very harmful isms. 

—True Americans aren't very keen 
over the isms that have thrown 
much of the continent of Europe 
back into the Dark Ages. 

—For Communism, Fascism, 
Nazism we entertain the most 

rofound distaste. 

—But Americanism is a philosophy 
of another genesis and its preser- 
vation is a subject that is closest to 
our composite heart. 

—Americanism can be preserved, 
however, only if Americans snap 
out of their apathy which allows 
crack-brained legislators to pro- 
pose and put through laws that 
will stifle and destroy the very 
essence of our unique philosophy 
of life and government. 

—History is very much in the mak- 
ing and America's chapter cannot 
read defeat. 


SOE Se a: 


President 





appear in all corners of the globe.” 

According to the designer, the 
extravagance, beauty and “lovely 
luxury” of clothes often do divert 
impending disaster. “I can liken 
the effect only to that of an or- 
chestra that continues to play as a 
theater burns. In many instances 
the beauty of the music, the diver- 
sions of a melody, have completely 
averted disaster.” 

Adrian is putting his conception 
of these new elaborated versions of 
feminine apparel, into the ward- 
robe to be worn by Joan Crawford 
in “Mannequin.” 

* * % 


LABOR cost per man-hour in- 
creased 14.9 per cent between July, 
1936, and July, 1937, according to 
an analysis by the National Indus- 
trial Conference Board. 





This increase in labor cost has 
not been offset by increased produc- 
tivity, either on the part of labor 
or through mechanization and im- 
proved methods. The number of 
man-hours per unit of output in- 
creased 3.8 per cent, while output 
per man-hour in July, 1937, was 
3.7 per cent below that for July, 
1936. As a result, labor cost per 
unit of output has risen 19.3 per 
cent during the past year, and labor 
cost per each $100 value of output, 
which takes into account the rise in 
prices, has increased 9.6 per cent. 

* * * 


THE vane question is settled! On 
top of the Kirstein Leather Com- 
pany tannery in Peabody, Mass., is 
a weather vane, of the figure of a 
man working on leather. It’s been 
there since Civil War times. 

The rising generation differed as 
to just what the man of the vane 
might be doing. Some said he was 
beaming leather. Others asserted 
that he was green-shaving leather. 
And there were a few other opin- 
ions. 

So the records were consulted. 
It was found that the man of the 
vane was wiitening leather. Fur- 
thermore, the man whose figure is 
preserved in the metal of the vane 
was Michael Nugent, one of the 
most skilled whiteners of leather 


in Peabody. 


on 
an 

men 
an an ag 


8 Ea | 


Whitening leather is shaving it 
on the flesh side to level it or make 
it of even substance. The shaving 
was done with a long blade, hav- 
ing a handle on either end, and the 
leather being on a beam. 





* * * 


TOTAL sales at retail for the first 
eight months of this year amounted 
to about $25,400,000,000—an in- 
crease of 8 per cent—or $1,800,- 
000,000 over the sales volume for 
the same period last year. 

The slackening in retail buying 
in recent months has been more 
apparent than real, the American 
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Retail Federation pointed out, be- 
cause comparisons are made with 
abnormally high May, June and 
July totals last year. 

Although the increase for those 
three months during this year was 
only 5 per cent over 1936, the aver- 
age gain during those months in 
1936 over 1935 was nearly 19 per 
cent as compared with an average 
gain of only a little over 14 per 
cent for the year 1936 as a whole. 


* * * 


MMAYORS of New England cities, 
as well as members of the Boards 
of Selectmen, who are the high- 
ranking officers of the towns, have 
joined forces with the New Eng- 
land Shoe and Leather Association 
to combat the proposed reciprocal 
tariff with Czechoslovakia insofar 
as that agreement relates to the 
admission of shoes made by the 
cement and McKay processes. Adop- 
tion of such an agreement, they 
say, “would bring us into direct 
and harmful competition with a 
country not maintaining the high 
standard of living prevailing in 
New England, and would result in 
the destruction of this important 
and long-established industry.” 

So reads a resolution adopted at 
# recent meeting in Boston of the 
Conference of New England 
Mayors, Selectmen and Municipal 
officials—an organization formed to 
promote the interchange of ideas 
on municipal and town govern- 


ment. 
* * * 


BBACKSLIDERS beware! Taking 
steps to tighten the enforcement of 
its cease and desist orders, the Fed- 
eral Trade Commission indicated 
it may hereafter require frequent 
compliance reports from firms 
found guilty of violations. 

Rule 22 of the Commission’s pro- 
cedure has been revised by the addi- 
tion of the following: 

“Within its sound discretion, the 
Commission may require any such 
respondent or respondents from 
time to time thereafter, to file fur- 
ther reports in writing, setting forth 
in detail the manner and form in 
which they are complying with the 
said order.” 

Heretofore, the Commission has 
required only one report filed with- 


1937 


in a specified time following issu- 
ance of a cease and desist order. 
The Commission’s action is under- 
stood to be the result of instances 
where the violators resorted to the 
practices complained of after hav- 
ing made the required report on 
compliance. 


* * * 


THE Federal Trade Commission 
rules “Custom” in no case is a term 
inferred as indicating quality. It 
has been contended by some that 
the term “Custom” in conjunction 
with some verb may be used to 
indicate quality and that the public 
so interprets it, irrespective of the 
literal meaning of the phrase. If 
this is so, it is due to the debasing 
of the term in usage. An analysis 
of the terms “Custom Made,” “Cus- 
tom Built,” etc., indicates that they 
are purely idiomatic expressions, 
coined as contractions of the 
phrases: “Made for the Customer,” 











“Built for the Customer,” etc. 
While it is to be conceded that the 
element of quality may prominent- 
ly enter into the making or build- 
ing of commodities to customer’s 
individual specifications, due both 
to customer’s desire and to the fact 
that such specials are seldom pro- 
duction jobs, the quality factor 
alone does not justify in such spe- 
cials their designation as “Custom 
Made.” It is, therefore, obvious 
that there are no quality standards 
in the definition of the term “Cus- 


tom.” 
* * & 


MIAROTT’S store radio series. 
On Tuesday and Wednesday morn- 
ings at 8:30 over WFBM, Indian- 
apolis, George J. Marott offers a 
series of. programs as a service of 
this well-known firm. Speaking di- 
rectly from his desk, the advertising 
manager gives the latest news on 
the new styles and trends in shoes. 








“Jones is beginning to provoke me. The only thing his sales report says is ‘having a fine 
time. Wish you were here.’ " 
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Poster background above, courtesy NEW YORK, NEW HAVEN 
& HARTFORD RAILROAD. At (right) courtesy SVISS FED- 
ERAL RAILROAD. 


Clear... 
Snow Fast... 


- - - Skiing Excellent 


@NCE again as the cool weather gives advance notice of the coming 
of “Old Man Winter,” skiing, the now-adjudged king of Winter 
sports, begins to edge into the limelight. In all sections of the coun- 
try where skiing is possible, work is in full swing in the develop- 
ment of new ski trails and runs. New aerial tramways, to enable 
skiers to get to the snow fields of the summits, are under construction 
or have already been built at various resorts, and hotels, inns and 
even private homeowners in the ski country are busily at work get- 
ting ready for their share of business with the first influx of skiers. 

Railroads are also preparing for the first snowfall when their snow 
trains will again maintain their week-end schedule. During the 














Breaking Winter Sports Season 


1935-36 season, railroads carried approximately 10,000 persons a 
week to various ski resorts. Last year, although a bad season, the 
figure exceeded this. What the figure is to be this season is yet to 
be seen but if the weather sages are correct, the number of persons 
taking the week-end snow excursions will be tremendous. 

Weather of course is all-important in determining the success of 
Winter ski business. Last year was disappointing with only little 
snow and much rain. However, weather sages predict the 1937-38 
season will be a real season. It is held that there is a certain cycle 
that weather follows each four or five years. The 1932-33 season 
was outstanding, as far as plenty of snow and real Winter weather 
was concerned, but since that time there has been a gradual slacken- 
ing off in the intensity of the [TURN TO PAGE 42, PLEASE] 


Left, clockwise starting at 
upper right: Boot for gen- 
eral wear with instep strap; 
boot for downhill use with 
instep strap and back lace; 
Olympic model boot for 
downhill use with new heel 
spur; all-round boot for the 
novice with instep strap; 
boot with outside tongue, 
popular with women; plain 
boot for all-round use. 


by 
RAYMOND H. 
GOODRIDGE 


Right, clockwise starting at 
upper right-hand corner: 
Plain toe boot for all-round 
use with ankle strap; popu- 
lar boot for general use with 
instep strap; downhill boot 
with instep and ankle straps; 
popular’ blucher model for 
downhill use, heavy sole 
jumping boot with instep 
strap; imported boot for 
downhill use; all-round boot 
with cross strap over instep 
and around ankle. 
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by 
R. E. ANDRUSS 


The big pumpkin is made of 
overlaid sections of glossy 
orange paper, with green and 
brown for the leaves, against a 
tan panel. Lettering brown. 
The figure can be a cut-out with 
fabric pasted on for the suit. 





Walkings 


fun in (Store Name) 


Shoes 











HR OW long will the new Fall back- 
grounds you installed at the begin- 
ning of the season continue to be 
intriguing to the ps*sing public? The 


elaborate ser , manent back- 


ground begins to look old after a 
person has seen it once. Its pulling 
power decreases as the weeks go by— 
unless you are one of the few lo- 
cated where you have transient trade. 

When you can’t change your 

audience, 

You must change your windows. 
October or November shoes should 
not be handicapped with an August 
or September background. On the 
other hand, suitable earlier styles can 
sail along into mid-season with in- 


terest but little abated, when their 
appropriateness is emphasised by 
fresh, pertinent display settings. 
Figure it out for yourself. Out- 
side of checking up on competitors 
from a purely merchandising angle, 
what stores do you pass frequently 
whose windows are always so fresh, 
new, and interesting that you stop 
often—and even anticipate a pleas- 
ant treat? That’s a lesson most shoe 
stores can learn from the keen de- 
partment stores. They know that 
Showing is selling—and poor 
showing is poor selling. 
Without exception, the department 
stores use neutral backgrounds and 
arrange them so that the display 


Don’t Let Windows 


GO STALE 


In Mid-Season 


Head and hat are cut-outs 

painted in black and flesh 

—lettering black; panels 

white; plateaus white with - 
black edges. 


interest is concentrated and designed 
to dramatize a selling point in the 
merchandise. 
Any shoe man who thinks of 
display in terms of selling will 
instinctively use displays that 
dramatize selling points of the 
shoes. 
What’s that you said? “Swell idea, 
but what will I use for money? And 
besides, who’s got time for all that?” 
The answer to the first question 
is that the smartest selling ideas can 
be put over at the least expense. Re- 
member school examinations when 
you wrote reams to cover up igno- 
rance, but were brief when you knew 
the answer? The answer to the sec- 
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ond is that you can plan your dis- 
plays so that a local sign man, or a 
display man in another store can 
help you out if you have no one on 
your own staff to do the work. 

As for ideas—Boot anpD SHOE 
RECORDER, plus your own shoe stock 
and seasonal tie-ups will give you 
all the ideas you'll ever need to keep 
your windows new and interesting all 
the time—and the interest will be 
focussed on your footwear. All the 
other good ideas gleaned from out- 
side reading and observation will be 
“plus material.” 

Here’s another plan—one that will 
get a lot of interested people work- 
ing for you. 


HIGH SCHOOL GIRLS! 


How would you dramatize these 
student shoes in window dis- 
plays? The girl offering the 
winning suggestion will get a 
pair of the shoes FREE. A simple 
idea with a “wallop” is best. 
Use a sketch and text to explain 
your idea—or just write out 
what you have in mind, and 
bring it or mail it to the win- 
dow man by six p. m. Thursday 
(date). The winning idea will 
be used for next week’s display. 


(STORE NAME) 


C olorful, appropriate windows are the essential 


foil for the new colorful merchandise. Here are 
suggestions for arousing customer interest in your 


store by increasing “pulling power” of windows. 


Suspend a red and black witch cut- 
out behind a gauze-covered, circular 
opening in a tan panel. 


Use an illustration of the shoe or 
shoes with descriptive text, and add 
—‘Shoes may be seen and examined 
at the store if desired.” Give a small 
consolation gift to all contestants. 
You could use the sketches, notes, 
and a list giving honorable mention 
to all in the window. 

Repeat the idea for a different shoe 
or group of shoes every week; in- 
clude all lines, men’s, women’s, chil- 
dren’s. It’s a NATURAL as a pub- 
licity stunt; if worked right it will 
result in the whole town’s talking 
and watching your windows. And 
you'll get a collection of selling 
angles that will be good for windows, 
for ads, and on the floor. 





FUN AFOOT! CHOOSE 
YOUR WINNERS from 
these SPORT SHOES FOR 
AMATEURS OR PROFES. 
SIONALS. So reads the sign 
on the rustic gate made of 
bark-covered log strips. Fall 
leaves, natural or artificial, 
surround the gate. Use a 
three-tone brown floor, or 
one of grass. Show for golf, 
hiking, hunting, skating— 
every Fall and Winter sport, 
with a small descriptive card 
of each—and pictures of 
people or places that are of 
sport interest. 




















NEW IDEAS in 
To SPEED the 





Study of Exhibits at Recent Tanners’ 
Showin Unusual Number of 
ments in Surface Treat- 
as in Colors—Dull Patent, 
Pated Grains and Improved 
ishes Among the Innovations 





fe piping and 
pinking in a low pump. 


oe 
“Senet?” 











A sandal ae 
from American 


in calf 


Hide & Leather. 




























LEATHERS 


SALES of SPRING SHOES 


THERE were seventy exhibitors at the recent semi- 
annual show of the Tanners’ Council, where Spring 
leathers were displayed and the ideas of many times 
seventy minds were represented in rows upon rows of 
finely tanned hides and skins in all kinds of finishes 
and colors. All in all, they told an interesting story 
about shoes for the Spring and Summer selling seasons 
of 1938. 


yw, 
ae ae 


Be from Surpass 
her, 


ff) 


First, plenty of variety in finishes. Calfskin is fine 
and smooth for dress, and grained for sport. There 
are a number of interesting new grained finishes, in- 
cluding a pin point treatment on smooth or sueded 
calf, and a glove finished calf. Soft grained calf leathers 
are expected to be used in sport shoes as a change 


from all sueded finishes. A genuine baby buffalo with 


[TURN TO PAGE 60, PLEASE] 


sees 
These Diagrammatic Sketches are for Pat- 
tern Only and Do Not Indicate Textures or 
Colors of Leathers 


p Leather Company lines up the new reptile print 
family. These leathers, in a variety of colors on 
white calf suede, make smart and practical spectator 

f sport shoes. 
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| Established in its present location in 1928, The Cardinal Booterie in 
i Corpus Christi has been known up to now as a women’s shoe store. This 
photograph gives a view of new men’s department, opened in August. 


A TEXAS SHOE STORE EXPANDS 














THE year 1937 has bezn a remarkable year for shoe 
store modernization, and among the most. interesting 
and beautiful of the stores recently remodeled is The 
Cardinal Booterie, way down in the Southwest at 
Corpus Christi, Tex. This store has just been enlarged 
and completely remodeled, a new front has been in- 
stalled, and a men’s shoe department has been added. 
Ernest W. Cardinal is the owner of The Cardinal 
Booterie and is actively in charge of its management. 
The store was opened for business at its present loca- 
tion Nov. 5, 1928. Enterprising merchandising policies 
have resulted in a steady growth, necessitating the 
present enlargement, which makes it one of the most 
attractive stores in that section of the state. The formal 
opening was held in August. 
The new 37-foot front is comprised of three display 


windows on each side of the entrance and a 12-foot 
island show window in the center. Blue glass and 
chrome steel are used for the window fixtures, with 
the name of the store in chrome steel letters over the 
island window. The bases and tops of the windows are 
of blue agate vitrolite, and the floor of terrazzo is a 
harmonious combination of dark blue, light blue, 
cream and gray. 

The women’s department is of the parlor type, done 
in a color scheme of rust, canary yellow and sea green. 
The chairs, which are of modern design, are done in 
harmonizing colors. The hosiery department, the bag 
counter and the wrapping desk are all at the front of 
the store, while stockrooms and office are concealed at 
the rear. 

Large columns separate the men’s department from 





BOOT AND SHOE RECORDER, October 2, 1937 


Hosiery, handbags and accessories are prominently featured in 
the new Cardinal. Booterie. Above photo gives an idea of the 
attractiveness of this department. 


the women’s. Canary yellow walls, trimmed in dark 
maroon and set off by a heather rug, make it a very 
cheerful place in which to shop. A novel display 
table of inlaid woods and lighted mirrors is an inter- 
esting feature of the department. 

For the past nine years The Cardinal Booterie has 
been an exclusive ladies’ shoe store featuring high 
grade lines. I. Miller, Peacock, Johansen, Red Cross, 
and Collegebred shoes are being carried in the women’s 
department, while Matrix, Bostonians and Wall- 
Streeter shoes will be featured in the men’s department. 

“We deeply appreciate the wonderful reception given 
to us on the occasion of the opening of our men’s shoe 
department and our enlarged and completely remodeled 
women’s department,” declared Mr. Cardinal. “We 
believe that Corpus Christi, and for that matter, all of 


Below—Adequate space for attractive window displays was 
provided for in planning the new store front. Note in par- 


S ound Management and Progressive Policies 
Have Enabled the Cardinal Booterie, at Corpus 
Christi, to Grow and Prosper — Hitherto an 
Exclusive Women’s Shoe Shop, It Has Just 
Added a Men’s Department and Remodeled the 
Entire Store Within and Without 


South Texas has felt the need for an exclusive shoe 
store of the type that we have provided, and which will 
feature better grade shoes for men as well as the most 
up-to-date styles in high quality women’s shoes. 

“It has always been our aim and endeavor to give 
our customers the finest in shoemaking and style that 
can be produced for the money, and we feel that the 
growth of our business has demonstrated the wisdom 
of our policy in this regard. Therefore, we shall con- 
tinue to follow the same policy in the future. 


A view of the spacious and up-to-the-minute women’s 
shoe department as it appeared on the occasion of the 
formal opening of the remodeled store, August 18. 


ticular the brilliant lighting, which enhances the selling power 
of window displays, as shown in the photo below. 


And MODERNIZES 








2 
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he Editors Oullook 


Consider the Most Consistent Customer of Shoes 


HZ OW much can you stuff into a goose? Making for 
inventory has clogged all lines of business and shoes 
are no exception. 

Let’s give an example of the “stuffing.” Pouring a 
million visitors and fifty thousand vehicles into New 
York City for the Legion Convention brought traffic 
on foot and wheel to a standstill. It took an hour to 
go a single block in mid-town. If you can bring about 
a congestion on the Isle of Manhattan by pouring in 
human beings and vehicles, is there a parallel in the 
behavior of the shoe industry in manufacturing last 
year 415,000,000 pairs and this year, in all probabil- 
ity, 450,000,000 pairs? Will it too bring about a glut? 

How many more million pairs need to be made to 
stop the wheels of those factories that turn out shoes 
like modern automatic machinery turns out biscuits? 

Certainly the time has come to point the attention 
of industry to the distribution of its product to the 
public. Consumption must be accelerated. Already 
the job-lots are piling up and if it were not for the fact 
that money and credit are easy, we would as a nation 
be choked up with shoes and other merchandise. We 
are speaking in the main about run-of-the-mill shoes— 
for strange to relate, shoes with names, shoes with 
promotion behind them, shoes with features and shoes 
with fitting service seem to be moving in orderly 
progression towards the public dollar. 

When chain stores are wedded to the one price, 
there is not much margin for salesmanship, or chance 
for a choice on the part of the public. The suggestion 
was recently made to a chain operator, who had ad- 
vanced his prices and then lowered them, that perhaps 
it would have been better for him to establish two 
levels of price—thus giving the customer in the store 
a chance for selection and for the arts of salesmanship 
to have a play at the fitting stool. His strange answer 
was: “How am I going to check the clerks from 
giving the customer the lower price shoe and collecting 
money for the higher price? I don’t intend to stamp 
bottoms because one never knows the price that will 
move the most goods.” 

So there you have it—another angle to the movement 
of merchandise in the mass to the masses. It does seem 
a pity that so good and worthy an article as shoes 
should be hanging on a peg of price alone. That peg 
may become the Frankenstein that destroys the busi- 
ness if something unusual should happen. 

Let’s take a look at customers. We have 127 million 
potential customers. In retail trade we need but te 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


consider three groups. Let’s go to the tops—those 
people with plenty of money and to whom shoe monev 
would se2m to be the least of their cares. This group 
is psychologically affected when the stock market de- 
valuates—as it has done during the past few weeks to 
the tune of 15 billion dollars. Maybe it is only book- 
keeping money to the big operators, but make no mis- 
take about it—there has been many a small operator 
lose his shirt, coat and vest in the last thirty days. This 
stock market relapse undoubtedly has had some effect 
in the high price field, if you consider high priced 
shoes as for the classes instead of the masses. It is 
axiomatic—when the market goes up, speculators and 
investors spend more; and when it goes down, they feel 
poorer and spend less. 

Fortunate the retail store that has encouraged busi- 
ness women and housewives to an appreciation of good 
shoes for in these stores cash register chills are not 
now apparent. Anyway, in numbers of pairs, the high 
priced field is exceedingly limited for the shoes made 
to sell at above $12.00 are numbered pair by pair in 
contrast to case by case in the low priced field. 

For the moment, let’s skip the middle group and see, 
what we can see, in the field of mass distribution. We 
have made millions on millions of pairs of shoes to 
sell below $3.50. Most of these shoes are sold to people 
who count their pennies, although strange to relate, in 
big metropolitan centers, many a woman with much 
money gets a thrill out of bragging about her inexpen- 
sive shoes. The masses buy shoes on the price appeal 
first and then shop for style and value and expect the 
most for the money. Millions of extra pairs have been 
sold in the last two years to people who have been on 
relief and WPA. The continuing intimation that the 
relief period is over and that government money is to 
be cut off has worried the mass-merchant even more 
than it has frightened the unemployed—for after 
five years of “The Lord Will Provide,” the unemployed 
and the unemployable still believe in a Santa Claus. 
You are going to hear shouts to the high heavens for 
doles before this Winter is over. But, speaking in 
terms of the merchant in the mass buying field, he is 
seeing shadows cast by his immense inventories and 

[TURN TO PAGE 53, PLEASE} 
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UILDING YOUR HOUS 
ON A ROCK 


Good old Pete dropped in the other day. He had a 
fine shoe business in °27 and °28, and sold a lot of top 
grade shoes. We wanted him for a customer, but 
Pete never could see things our way. He carried 
good shoes—but that’s all they were—just shoes. 
When the depression hit, Pete’s customers slid right 
down the price scale. He lost his top grade customers 
and with them the cream of his profits. Now he 
describes himself as a “depression casualty.” 





“We are as enthusiastic as ever about 
Arch Preserver Shoes. Our sales are 
steadily growing even after these many 
years of Arch Preserver promotion. The 
consumer satisfaction resulting from these 
sales is most gratifying and that after all 
is the true test of a retail job well done.” 
Marshall Field & Company, Chicago 
Sept. 4, 1937 


“*,.. you have developed and publicized 
smart looking Men’s Arch Preservers. 
You have considered every field—dress, 
spectator sports, active sports, and even 
leisure. This has made it possible for us to 
concentrate our efforts with the product 
we have found to be outstanding for 
many years...” 
N. Hess’ Sons, Baltimore 
Sept. 8, 1937 


““We have always done a profitable busi- 
ness on Arch Preservers. They have al- 
ways been ‘tops’ in their field. However, 
when you add to a splendid line the 
advantages of outstanding promotion 
backed up by unbeatable service from an 
in-stock department, you can’t fail to get 
volume in a satisfying degree.” 
Marott Shoe Store, Indianapolis 
Aug. 7, 1937 











ARCH PRESERVER SHOE 


With changing conditions, a lot of dealers are in a 
position to add a top grade line. The decision as to 
“what line” may affect their whole future. If they 
use this opportunity to add a line which has proved 
its ability to create steady repeat customers in good 
times and bad, then truly they have built their house 


on a rock. 


Demonstrated Stability 

We offer Wright Arch Preserver Shoes for Men as 
the rock for building your future. No line of top 
grade shoes in the country can equal Arch Preservers’ 
demonstrated stability. In the depth of the depres- 
sion Wright Arch Preserver wearers continued to 
buy. As many of them told us, no sacrifice was too 
great to make to keep the comfort, the foot health, 
the energetic youthfulness of feeling and appearance 
which only Arch Preservers offered them. 

A look at the customer card records in stores where 
Arch Preservers are sold is revealing. For five years, 
seven years, ten years, yes even fifteen years, many 
customers have been repeating regularly. 

Why? 

Well, the patented features of Arch Preserver con- 
struction are the principal reason. Imitated often, 
still no other manufacturer has found any other 
equally satisfactory way to provide the natural 
support, the firm treadbase, the unexcelled fitting 
qualities of Arch Preserver Shoes. 

Add to this construction the smart styling, fine 
leathers, and particularly the aggressive, continuous 
national advertising, and you will know why Arch 
Preservers build permanent repeat business. 


Would you like to know more about this foundation 
for future profits? A line on your letterhead will 
bring you full details. EK. T. Wright & Co., Inc., 


Rockland, Mass. 


Wert 
Wright 4 


ie SHO) 
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FOR 
MEN 


PATENTED FEATURES «x SMART STYLES « IN STOCK SERVICE * NATIONALLY ADVERTISED 





at oy acti at gs 


T. W. Beagle of Cohen Brothers, Jacksonville, 

and J. L. Locke of Vitality Shoes exhibiting a 

few of the 120 fish they caught in three hours 
one lucky day at Daytona Beach recently. 


Below—The S. J. Brouwer Shoe Co., Milwaukee, took ad- 
vantage of a novel publicity opportunity when, using their 
store as a background, they took photos of the floats in 
the Dairy Day Parade and sent them to the Wisconsin 
Cheese Publicity Association for distribution. 


he 


Recorder 
Candid Commentator 


“George F.” prefers his old desk. Long 

before he attained his present position as 

Chairman of the Board of Endicott-John- 

son Corporation,‘ Mr. Johnson put in 

many hours a day at this desk, and he 

refuses to relinquish it in favor of a 
shiny, new 1937 model. 


Below—Members of the sales staff of the Fair 

Store (Chicago) prove that they can play base- 

ball as well as sell shoes. Their team in the 

Oak Park Soft Ball League won every game 
but one this season. 


Below—Fred Turcotte of Salem, Mass., demonstrating pioneer 
shoemaking at the annual Pageant of American Industries 
held at Pioneer Village, Salem, recently. 
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@ Above illustration from four-color, full page ad 
in November issue of ESQUIRE, out October 15. 


OCTOBER is “Massagic Month”— a nation-wide sales 
event—high spot of the sales-building program backed 
by forceful Massagic advertising in THE SATURDAY 
EVENING Post and EsQumre. pa 


Millions of sales messages feature MASSAGIC’s patented °6 a 


air-cushioned, foot-massaging construction — the plus 
value in Weyenberg Massacic Shoes that brings men 
home at the end of the day with amazing foot-freshness. 


Let us show you how Weyenberg Massacic Shoes can 


build new business for you — and hold it. 


WEYENBERG SHOE MFG. CO., Milwaukee, Wisconsin 


WEYENBERG 
MASSAGIC a 


Construction is patented. 


Froot- Massaging S H O E S U.S. Pat.No.2,045,844 















1 START the month off with 
a BIG Saturday. Run a 
good, strong ad tonight, play- 
ing up Fall footwear. Sweeten 
it up with one or two real spe- 
cials that will bring folks into 
the store. Play up PRICE in 
your ad. With prices going up, 
it is your best selling appeal. 


5 WHY not send out a 

mailing card every week 
during oe to your a 
ing list, playing up one style, 
won HB ssi card. This 
should be a big selling month, 
and such a series of mailings 
should help materially. 1* you 
use government postal cards, 
you can cut down the cost. 


9 THESE Fall Saturdays are 
your harvest days. Leave 
nothing undone that will help 
to make them "big volume” 
days. Liven up your windows. 
Get your specials out on tables. 
Spend all your own time out 
on the floor, selling, and seeing 
that no customers leave the 
store without being served. 


13 CHECK your stocks 

again today. Have you 
a supply of window streamers 
reading “RUBBERS" -for rainy 
days? And, of course, your 





stock of rubbers and g 

is all ready for the rain and 
snow of late Fall and early 
Winter. If it is not, you had 


better get busy! 


















9 IS the store ready for a 

good day, with all the 
advertised numbers well dis- 
played in the windows. Are 
those window displays as in- 
teresting as you can make 
them? How about some new 
display cards? Is there a price 
card on every pair of shoes? 
Are your “specials” out on 
tables? 





6 IF your weekly check of 
stocks today discloses 
any early Fall styles in stock, 
you should make plans to move 
them quickly ‘ore they de- 
velop into twin-killers. If there 
is a vacant store room near 
your store, why not rent the 
windows for displays of your 
footwear with cards directing 
people to your store? 











14 DO all salespeople in 

your store make a regu- 
lar practice of suggesting 
extra laces, polish, brushes and 
other findings to customers? 
A reminder card reading "Take 
Home An Extra Pair of Laces" 
with a display, near the cash 
register or wrapping desk, will 
pick up many extra sales for 
you. 





~ 


Deserve Good Sales Promotion 





7 ARE you watching the 
illustration service to 
which your newspaper sub- 
scribes and reserving each 
month the best of the new 
illustrations when they arrive? 
You have your own mat ser- 
vice, no doubt, but few stores 
ever have enough good illus- 
trations for their advertising. 
Have you changed your in- 
terior displays lately? 








1 FOR a feature of this 

week's window displays 
why not promote women's ho- 
siery in a big way, using much 
more space than usual? If your 
window conveys to customers 
the idea that hosiery is an im- 
portant line with you, then they 
are going to feel that your 
store is a good place to buy 
hosel 


15 PREPARE a good, strong 
SELLING ad for to- 
night's paper. If you have 
been featuring hosiery in your 
window this week why not make 
hosiery the big feature of your 
ad for Saturday. Play up your 
popular price number. Give 
space to women's Fall 
footwear styles too, featuring 


one or two numbers. 
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THE RETAIL 





4 WHAT does your Oc- 
tober window program 
provide for this week's dis- 
plays? If it's women's Fall 
styles do something to make 
this week's displays look dif- 
ferent from those you've been 
having. How long since chil- 
dren's shoes have had a win- 
dow? Isn't it about time for 
a good display of children's 


footwear? 


8 YOUR big ad in today's 

papers will be on women's 
Fall style footwear, of course. 
But how about a separate ad 
on men's footwear, playing up 
style and price and emphasiz- 
ing the fact that Fall and Win- 
ter weather call for heavier 
and more substantial footwear. 
Back this up with a men's win- 


dow. 








1 COLUMBUS DAY. In 

some places a legal 
holiday, but whether this is 
true in your town or not, it 
would be good business to put 
in a little window display call- 
ing attention to the day. Are 
you keeping house slippers out 
on a table up front? Try it. 
You will sell more! 








16 BE sure re. Saturday 

window displays reflect 
your Friday advertising, with 
display cards and price cards 
that will immediately register 
in people's minds that here are 
the hosiery and shoes that were 
specially advertised for today 
in last night's paper. And be 
sure all sales people are posted 
on your advertising. 











Pe eS ss Cee 
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CALENDAR for OCTOBER 


A Working Sehedule for Busy Merchants 





21 ne , Weenies stock 

check turn up any slow 
sellers? If it did, you had 
better mark them down and 
use them for specials next 
Saturday. And you might ask 
yourself why you did not heed 
the warning of previous checks 
and put selling pressure on 
them sooner to avoid the mark- 
downs! 


25 THIS weekend brings 
Hallowe'en, so this 
should provide the theme for 
your windows for this week. If 
you have already worked some 
harvest time atmosphere into 
your windows, a few little extra 
touches will soon convert them 
into Hallowe'en displays. Fea- 
ture children’s shoes and 
women's style footwear this 


week. 


29 PLAN an ad for today's 
papers that will make 
the last Saturday of October 
a record day. Feature some 
good specials—not many, but 
make them good! And feature 
just one shoe price—your big- 
gest selling price. Play it up 
in biq space, with big tyne. 
Make it look important! 


18 ISN'T it just about time 
to change your window 
backgrounds a_ little? 
You've been using the present 
ones quite a while. How about 
new panels with a harvest 
theme? And possibly a few real 
corn stalks and pumpkins to 
give realism to the display. 
Change all your display cards 


too. 


99 MAKE your "specials" 
the feature of your ad 
for tomorrow's selling. And 
in addition play up hosiery and 
your best selling price line in 
women's style footwear. Oc- 
tober has five Saturdays, which 
means an extra chance for vol- 
ume this month. Be sure that 
you take full advantage of it. 


9 THIS is the time of year 

to give serious thought 
to your lighting. Is your store 
well lighted? How does it 
compare with the best chain 
store you know? Have you 
ever asked your electric com- 
pany to send around one of 
their lighting experts to make 
a survey of your store? 


30 A_ FREE jack-o'lantern 
to every youngster who 
comes into your store today 
with his parents will not cost 
you much, but it will buy you 
a lot of qood will. Give-aways 


of this kind should be made 
frequently and don't think you 
a always give a pretentious 
aift. 


19 DO you check last 
years’ records regularly 
to make sure you are repeat- 
ing all the successful promo- 
tions of a year ago and avoid- 
ing those that did not work 
out? Have you been making 
the weekly postal card mailing 
suggested in this calendar for 
Oct. 5? Have you maintained 


any check on results? 


9 3 DID you ven over your 
windows and put more 
"SELL" in them for today? 
What are your competitors do- 
ing? Do you watch their ads? 
Do you check their windows 
regularly? Do your own adver- 
tising and your own windows 
compare favorably with others 
in your town? Do you suppose 
your customers think so too? 


97 THE day of the weekly 
stock check, and in 
looking over the results have 
in mind the month just ahead. 
Is your stock in the best pos- 
sible shape for November? 
And how do today’s figures 
compare with the last check 
made in September? Are you 
satisfied with the condition of 
your stock? 








Page 39 





90 CHECK your stocks to- 
day. Have you been 
giving some thought to lines 
you will want to add for the 
holiday season? Handbags, 
for instance, if you do not 
carry them regularly, are a 
kindred line to shoes which 
sell big at Christmas time. 
Here is an opportunity for 
extra volume and PROFIT! 





98 THIS would be a good 
day to work out in de- 
tail your plans for November, 
for the week-end is usually a 
busy time. Look up last year's 
records and then see if you 
cannot plan an_ advertisin 

and selling campaign that will 
make November, 1937, a real 
record breaker! 


November is the month of Elec- 
tion Day, Armistice Day and 
Thanksgiving, marking the 
opening of the holiday season, 
when evening and formal foot- 
wear will be especially in order. 
Plan to make it a month ot 
vigorous promotion, and make 
sure your Christmas displays 
are ready to put in immedi- 


ately after Thanksgiving. 
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FALL Promotions Emphasize SHOES 









@CTOBER is a peak month for Fall promotions of fifth in a series of like size devoted to Fall fashions. 
apparel and footwear, with style as the dominant note “It will be known as a great shoe year,” this striking 
in ads and windows. This year the shoe advertising advertisement declared. “Interesting shoes will be the 
is especially interesting, and it stands out more promi- smart woman’s pet extravagance. That shoes are more 
nently than in any recent Autumn season, both from beautiful and have greater personality than ever be- 
the standpoint of the amount of space that is being fore is only the beginning of the story. That they can 
used in the papers and the interest and attractiveness be found to fit your foot is only modern, according to 
of the ads themselves. Robinson’s shoe practice, which counts shoe last as 

No less important a store than J. W. Robinson Co. more important than shoe size. Shoes, this year, have 
of Los Angeles recently called 1937 “The Year of the been designed with specific costume types in mind. 
Shoe” in a full-page advertisement that formed the Within each ‘time-of-day’ group are fine degrees of 
formality which make it possible to have your shoes 
exactly right. (We recommend that you keep this page 
as a guide to fashion types.) From sturdy Arnold 
Authentics to hand-made creations by LaValle, Robin- 
son’s shoe stock is a monument to quality and eloquent 
proof that this is the Year of the Shoe.” 

This advertisement, and the promotion of fine foot- 
wear of which it formed a part, produced results for 
the Robinson department that were even beyond ex-~ 
pectations, according to reports. Backing up the news- 
paper advertising was a battery of six large windows, 
all devoted to shoes, while all of the windows given 
over to wearing apparel showed the proper shoes to 
complete the costumes. In conjunction with all this 
was an impressive showing of LaValle hand-made 
shoes, with Mr. LaValle personally in charge. Some 
three hundred Autumn designs were assembled in this 
[TURN TO PAGE 61, PLEASE} 
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Ads Reflect Importance of Footwear 






among the Season’s Fashion Accesso- 






ries—Los Angeles Store Stages Success- 


ful Fine Quality Footwear Promotion 






Some of the recent ads 
that indicate interesting 
trends in Fall footwear 
publicity, as clipped 
from newspapers of var-. 
ious important retail cen- 
ters, mostly in the West, 
Midwest and Southwest. 
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+ > AMERICA’S FINEST FITTING 
ORTHOPEDIC LASTS &O ON DRESS PARADE 
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HEALTH LAST 


The highest arch low heeled shoe 
in existence. Controls foot mo- 
tion and elongation for perfect 
foot happiness. 


SS 





Chanica) 


c . 
No. 1949 rrection, 





A Black Bucko seven eyelet 
Tie made over the Famous 
Health (high arch) Last. 
Extended inside counter, 


12/8 leather heel, rubber 


A Black Suede six eyelet Tie 
trimmed with Black Calf- 
skin, made over the Famous 


Tredmor (wide ball) Last. 


top. 


Widths AAAA to E, Sizes to 
10, Stock No. 1949 


A rich mellow Brown Calf- 
skin six eyelet Tie made 
over the Famous Orthopedic 


(straight line) Last. Ex- 
tended inside counter, 10/8 
leather heel, rubber top. 


Widths AAAA to E, Sizes to 
10, Stock No. 1948 


THe TMILLER SHOE co. 


ORTHOPEDIC DIRECTION OF ALBERT E.KLINKICHT 
cinctinnawrti, OH!O 


Extended inside counter, 


1314/8 wood heel. 


Widths AAAA to EE, Sizes to 
10, Stock No. 1951 


IMMEDIATE IN STOCK SERVICE 
Unbranded 


WRITE FOR CATALOG 


















































































weather. This year, it is predicted, 
will see the return to the old-fashioned 
Winter. 

Even with the bad season last year, 

a big business was done by dealers han- 
dling ski apparel and equipment. In 
New York City alone, over 30,000 pairs 
of skis were sold. As for apparel, in- 
cluding ski boots, no actual figure is 
available but retailers who did stock 
ski boots did quite a bit of extra busi- 
ness, not as much as they expected but 
enough to warrant their outlay. 
‘In the illustrations accompanying 
this article we have endeavored to show 
a fairly comprehensive picture of what 
the manufacturer has to offer in ski 
boots for the coming season. On the 
left-hand page, starting in the upper 
right-hand corner, is a popular boot in 
the medium-price grade. For use as 
an all-round boot, it is also readily 
adaptable for downhill running. The 
heavy instep strap gives the much need- 
ed ankle support for this phase of 
skiing. Continuing clockwise, is a high- 
er-priced boot also designed for down- 
hill work. Instead of the felt collar 
around the top of the shoe, this boot has 
a back lacing which the skier can tight- 
en to his own satisfaction. This boot 
is particularly adaptable for wear with 
ski gaiters. 

The next boot is in the higher-priced 
grade. It was primarily designed for 
the United States Olympic team three 
seasons ago but since that time has been 
continually improved. The present edi- 
tion of this boot has a heavier sole; in 
reality a third sole has been added 
which passes through the steel shank 
and gives a more rigid construction. On 
the heel, an aluminum heel-spring guide 
has been built into the shoe. This adap- 
tation offers an opportunity for a second 
place for the attachment of the heel 
spring in ski harnesses of the cable 
type. This second and higher attach- 
ment gives a strong downward pull 
on the boot and secures the maximum 
control, which is all-important in down- 
hill running. 

Continuing, in the lower left-hand 
corner is a popular-priced boot for the 
novice. This boot is lighter than the 
ordinary but all the necessary features 
are included in its make-up. Both soles 
and uppers are fully waterproofed, 
which, with the felt collar, makes a 
warm, comfortable boot for the begin- 
ner who does not care to spend too much 
money on footwear. Above this is a 
more expensive boot with the outside 
tongue. Two instep straps give full 
support and snug fit over the instep. 
This boot is exceptionally popular with 
women, as the outside tongue gives the 
foot a shorter appearance, besides keep- 
ing snow out of the boot. At the top is 
a popular-priced boot for general all- 


- 


Weather Clear... Snow Fast ... Skiing 


Exeellent 


[CONTINUED FROM PAGE 27] 





MERCHANDISE SOURCES 
(Ski Boots) 


Page 26, Upper Right Hand Corner, 
Continuing Clockwise; G. H. Bass & 
Co., Edwin Clapp & Son, Inc., G. H. 
Bass & Co., Milwaukee Shoe Co., A. 
Sandler Co., Endicott-Johnson Corpo- 
ration. 

Page 27, Lower Left Hand Corner, 
Continuing Clockwise; Edwin Clapp & 
Son, Inc., Chippewa Shoe Mfg. Co., A. 
Sandler Co., Edwin Clapp & Son, Inc., 
Chippewa Shoe Mfg. Co., R. J. Sawyer, 
Inc., A. Sandler Co. 





round use. This boot is of all-leather 
construction, fully water-repellent, and 
with a heavy felt snow cuff around the 
ankle. 

On the right-hand page, starting in 
the lower left-hand corner, is a quality 
boot for downhill running. This boot 
has the hook lacing instead of the cus- 
tomary eyelets. This is particularly 
useful to the skier who likes to keep 
his boots laced tight. It saves time and 
is an easier job especially when the 
laces are frozen. It is also fully leather 
lined and waterproofed and has the 
looped instep strap which assures a 
snug fit over the instep, besides giving 
the needed ankle support. Continuing, 
clockwise, next is a quality boot for the 
jumper. The soles on this boot are 
nearly an inch in thickness and the heel 
is nearly flush with the sole, a requisite 
in boots for this phase of skiing where a 
flat boot bottom and absolute rigidity 
are essential. This boot is all-leather 
lined and also includes the heavy instep 
strap for the very necessary ankle sup- 
port. The new type sole protector 
which this boot has is exclusive with 
this company. Dealers who have seen 
this are very enthusiastic about it as 
it is designed to fit any tip of ski 
harness. 

The third boot is an imported model, 
designed by Hannes Schneider, well 
known European ski champion. This 
boot has a segment of aluminum insert- 
ed in the heel which protects the heel 
from wear from the ski bindings. Be- 
sides the instep strap, this model has 
an extra strap around the ankle which, 
in addition to the heavy felt snow cuff, 
makes it a practically snow-proof boot. 
Next is another higher-priced boot, 
built with a square toe with a mocca- 
sin forepart. This boot has no felt 
snow cuff but instead the cross-over 
instep straps continue up and around 
the ankle, giving the same effect as the 
preceding boot. 

In the upper right-hand corner is a 
medium-priced boot for general all- 
round use. This boot has no instep 
strap, but instead has the strap around 
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the ankle. It also has the new type sole 
protector. Below this is another good 
boot for all-round use, but also particu- 
larly adaptable for downhill work with 
the instep strap for support. This boot 
has the two-piece sole protectors which 
are screwed into the sole. The last boot 
is a domestic model designed by Birger 
Ruud, well-known Norwegian skiing 
champion and winner of the Olympic 
title for several years. This boot also 
hase the hook lacing as well as the in- 
step and ankle straps. It is all-leather 
lined and a particularly good boot for 
downhill work. 

Ski boots this season seem to run to 
straps which aid considerably in giving 
the foot and ankle their much needed 
support. Rubber heels are accepted 
more universally this year than ever 
before; in fact most of the domestic 
boots have them. The reason for their 
popularity is the fact that snow does 
not cake up under a rubber heel as it 
does under leather. Foreign boots are 
using the rubber top lift and some have 
a rubber insert in the middle of the 
heel but very few, if any, have the 
smooth, all-rubber heel as adopted by 
American manufacturers. There is no 
doubt that foreign-made boots add color 
to a stock but retailers will find it wise 
to recommend American-made boots to 
their customers as their fitting qualities 
are much better suited to American 
feet that are accustomed to good fitting 
shoes. 

Manufacturers report very few calls 
this season for boots with sole protec- 
tors. This is due to the increased popu- 
larity of the toe strap binding and the 
gradual recession in use of the lip type 
ski bindings. As the*former type of 
ski binding puts most‘of the strain on 
the toe box of the boot it is an abso- 
lute requisite that boots for use with 
this type of binding have built into 
them a toe box, that will stand up under 
the strain. 

Retailers who are going into the ski 
boot business this season for the first 
time will find that their market is not 
confined only to ski boots. There are 
many persons who go on these Winter 
week-end excursions who do not ski. 
For them a boot called a snow boot has 
been developed for use with snow suits. 
As this market is mostly confined to 
women, the boots of this type are made 
for girls and women. These boots are 
made of an oil treated leather with 
either leather or rubber soles, with the 
latter the more popular. They run any- 
where from just above the ankle to 
about 9 in. in height. In the New En- 
gland States especially, these boots 
have found tremendous popularity for 
girls and women who do not ski but 
like to watch or indulge in the milder 

[TURN TO PAGE 52, PLEASE] 
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‘N.S.R.A. Offers Analysis of 
Operating Figures 


Statistical Department of Dun & Bradstreet 
Surveys 1936 Retail Shoe Store Operations 
for National Association 


AN average profit of 3.8 per cent was earned in 1936 
by shoe stores who submitted their operating figures 
in connection with the analysis of operating and mer- 
chandising experience for that year, conducted by the 
Research and Statistical Division of Dun & Bradstreet, 
Inc., as an impartial agency for the National Shoe 
Retailers Association. This profit showing constitutes 
but one of a great number of interesting and significant 
facts brought out in the report of the analysis, which 
has been published in pamphlet form and is now being 
distributed among the members of the association who 
helped to make the survey possible by submitting their 
operating figures direct to Dun and Bradstreet in the 
strictest confidence. 

In many ways, this analysis is the most compre- 
hensive and detailed study of retail shoe store oper- 
ations ever undertaken by any agency. It presents the 
picture, not only of retail shoe store operations as a 
whole, but also for the various types of stores and 
gives a breakdown by departments, by types of stores, 
by sales volume of reporting concerns, by price range 
of merchandise and according to the size of city in 
which the store operates. The report also covers leased 
shoe departments and chain stores, affording a valuable 
basis of comparison. 

Only a few of the highlights of the very compre- 
hensive and detailed analysis prepared by the Dun & 
Bradstreet Research and Statistical Division can be 
noted here. A study of the complete report reveals a 
wealth of information which should be of the greatest 
value to every shoe merchant in determining to what 
extent his business is in line with other stores of the 
same class in operating expenses, merchandising ex- 
perience, markup, gross margin, etc. In commenting 
on this analysis Executive Vice-President L. E. Lang- 
ston, of the National Shoe Retailers Association, stated 
that he regards it as a first step toward the most useful 
and comprehensive service that the association has ever 
been able to render to its members in this matter of 
analysis of operating and merchandising experience. 
He anticipates that as time goes on and the yalue of 
the work becomes apparent to the retailers, an in- 
creasing number of stores will wish to submit their 
figures, with the assurance of absolute confidence, and 
thereby share in the benefits of the survey. On the 
basis of the information that will be made available 
through this and future surveys, Mr. Langston looks 
forward to a time when the average store will have an 
accurate measuring stick by which it can plan its own 
operations and judge its results by comparison with 
those of other stores of the same class. 

[TURN TO PAGE 63, PLEASE] 








SKI BOOTS 


Stock up and Profit by the 
Increasing 
Popularity 
of this Active 
Sport 


No. 4190 
The Professional 


4190—Skimore, The Professional. Instep 
strap pattern, triple soles with outsoles of 
Logger oak and hand pegged bottoms. Sole 
leather outside counter pocket. This shoe is 
full leather lined vamp and quarter, plain 
toe with extra hard toe box, full grain gusset, 
all brass eyelets, grain insole, rawhide laces, 
Norwegian sole protectors, felt top band. 


Last 51, in stock EE width, sizes 6-11. 


Rugged, sturdy, and very comfortable, they 
stand up under the tough wear to which Ski- 
ing subjects them. They are manufactured by 
men who have long been building high qual- 
ity into Chippewa Boots and work shoes. We 
know boots and our intensive study of skiing 
requirements has made us expertly cavable of 
producing authentic models. Here, ‘“The Pro- 
fessional," No. 4190, leads the parade of 
values. Many other models, for Men, Women 
and Boys, are shown in our regular line. With 
this line-up, you are completely equipped with 
a price range, authentic styles, and unfailing 
Chippewa quality. Write for our catalog show- 
ing the complete line of Chippewa Boots and 
Work Shoes. 


CHIPPEWA 


Shoe Manufacturing Co. 
CHIPPEWA FALLS, WISCONSIN 
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Retail Association Adopts Mem- 
bership Certificate “to Encourage 
Correct Shoe Fitting and Ethical 


Practices.” 


Philadelphia 
Guild 


PHILADELPHIA SHOE MERCHANTS GUILD — 


This Guild is organized to encourage Correct Shoe Fitting and Ethicat Practice 






- 
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To Use Quality Insignia 


PPHILADELPHIA—The meeting of ISS little 
group,” as The Philadelphia Shoe Merchants Guild has 
been called, held at the Hotel Adelphia. in this city on 
Thursday of last week, concerned itself chiefly with 
the consideration of methods and manner of acquaint- 
ing the people of this city and its surrounding territory 
with the things the Guild stands for. 

Delivery of the certificates of membership that had 
been previously prepared was made to the members 
present, as well as copies of the insignia which is also 
incorporated in the certificate and a plate which may 
be used for imprinting stationery and other printed 
matter. The certificate, which is shown here, very 
concisely states the objectives of the Guild; “organ- 
ized to encourage correct shoe fitting and ethical prac- 
tices.” As membership in the Guild is and will be 
confined to the highest type of retail stores, where 
correct fitting may be naturally assumed, the greatest 
emphasis is placed upon the maintenance of ethical 
practices, both in the treatment of the buying public, 
and in the relationships of the member competitors 
one with another. 

The insignia which will identify these stores is, con- 
sistently enough, a bronze medallion showing St. 
Crispin, patron of shoemakers, at his cobbler’s bench 
making a shoe, surrounded by a border giving the 
name of the Guild. As St. Crispin stands as a symbol 
of all that is good in the shoe industry, so does he also 
stand as all that is excellent in craftsmanship, and it is 
the goal of the Guild to attain and promote these ideals. 
The certificate which identifies the member store is 
artistically framed and will be placed in such position 
in the various stores as to be generally observed by 
its patron. 

While the objectives of the Guild may be more or 






less generally known in the trade, both here and out- 
side of the city, the public has not been advised as to 
either its existence or what it stands for. So, at Thurs- 
day’s meeting and through the luncheon which was a 
part of the program, this subject was discussed. That 
the publicity should be both in the nature of news 
releases to the press and display advertising of the 
Guild, the latter informative to the public as to what 
the Guild is and the reasons for its formation, was 
the general conclusion arrived at, and that even the 
certificate of Guild membership be withheld from dis- 
play until the initial step in this direction had been 
taken, was agreed. 


THE matter as to character and timing of both news 
releases and advertisements was left to a committee 
composed of Secretary Cal Mensch and the officers of 
the Guild, but with the suggestion that these plans be 
formulated as quickly as possible, so that the program 
may get under way. Although sanction was not given 
until further study had been made of the matter, the 
meeting was very much interested in a proposition that 
came before them that they encourage the formation 
of a class in foot fitting under the auspices of the 
Philadelphia Board of Education. Naturally the Guild 
would be in fullest sympathy with the development of 
such a school, since it falls within one of the most im- 
portant functions of the organization, but action was 
suspended until further: investigation was made as to 
the character and scope of such instruction, and the 
competence and qualifications of the teaching staff 
was more fully understood, and until the number and 
quality of the student body could be more nearly 
estimated. It is expected that these subjects will be 
discussed further at an early meeting. 
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XK The scientific blending of 
all qualities essential to 
profitable shoe manufac- 
turing and merchandising, 
in one super-fine brand. 














of sole leather 


There is probably no buyer of sole leather more exacting than the Govern- 
ment. In the Federal Standard Stock Catalogue, Section IV, Part 5, attention 
is directed to fifteen sole leather tests. The CRACKING TEST which we photo- 
graphically present here, requires that “The sole leather shall be bent through 
an angle of 180 degrees over a form 3 inches in diameter, grain side out.” Study 
our chart closely for the information it gives you. 


KISTLER “BENCH BRAND" SOLE LEATHER 
A BALANCED TANNAGE 


could meet many laboratory and field tests to prove stamina. However numer- 
ous such tests and however carefully they may be carried out, their dollar-and- 
cents value to you is in being prepared to benefit by them. Realizing as you 
probably do, with what care and precision Kistler “BENCH BRAND” Sole 
Leather is produced, why not enjoy the virtual trade franchise afforded by its 
merit, through the sale of men’s shoes bottomed with it? Leading manufactur- 
ers of men’s shoes feature this sole leather. 
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SKI BOOTS 








The 
Salzburg 





Fall chrome brown waterproof. Three 
leather soles, double welt stitch, extra heavy 
tempered steel shank. No. 2000M (Men’s) 
price $3.85. No. 2000W (Women’s) price 
$3.75. No. 2000B (Boys’) price $3.75. 


IN STOCK 


andler— 


Approved by 
Birger Ruud 





No. 611 Designed and constructed under 
the personal supervision of Birger Ruud, 
Olympic Ski Champion. Natural color water- 
proof uppers (duplicating famous European 
military leather). New imported wicker 
hooks. Price $10, tax included. 








Hannes 
Schneider 





No. 6000 Designed under supervision of 
the famous ski maestro. Black waterproo 
uppers. White straps and snow excluding 
outside bellows. Duplicate of fine European 
hand made boots. Price $10, tax included. 












The Pro 





Full chrome chocolate waterproof uppers. 
Oak mid sole, composition heel. Steel shank. 
Ne. 1000M (Men’s), 1000W (Women’s), 
1000B (Boys’). Price $2.65. 








A. SANDLER CO., 200 Essex St., Boston, Mass. 


47 W. 34 St. 
New York 








Fyfe’s Feature Unusual Window Display 





Detroit, Mich.—Fyfe’s, leading downtown shoe store, took advantage of a 
real opportunity recently for an unusual bit of advertising. One of its customers 
returned from Japan for the first vacation in the United States for six years and 

to place a several hundred dollar order with Fyfe’s to take care of 


their needs on their return to Japan. An entire was 
Every article in the window was included 


esting display of the goods ordered. 


a | 





ted to an inter- 


in the order. The window was also tied in with an attractive ad in the Detroit 


Free Press 





Features New Line 


New ORLEANS, LA—Holmes & Co., 
leading department store in New 
Orleans, are featuring the nationally 


advertised Paris Fashion Shoes in their 
recently opened street-floor shoe de- 
partment. 

Paris Fashion is a’ Wohl Shoe Co. 
line that has made rapid progress in 


> a 





1937 


the popular-priced shoe field. Milton 
Frank, vice-president and sales man- 
ager of the Wohl Shoe Co., states that 
more than 4000 stores throughout the 


country are now featuring these shoes. 


Fern Shoe Co. Opens Two 
Additional Plants 


Los ANGELES, CALIF. — The Fern 
Shoe Co. have started a plant in Tijua- 
na, Mexico, for the hand-weaving of a 
new Mexican sandal just brought out. 
An additional factory has been started 
near their present plant here, where the 
making and finishing of these sandals 
will be done. These new shoes which 
bear the trade name of “Tijuana San- 
dals,” are all made of American mate- 
rials throughout. They are specially 
styled by Harry Sobel. Production at 
the start is necessarily limited so that 
only the regular Ferncraft customers 
can be served. Plans are under way to 
greatly increase the output in the very 
near future. Foremen from the Fern- 
craft factory are already in Tijuana 
instructing the native workmen in the 
fine workmanship demanded by Fern. 
The only reason for starting the plant 
in Mexico, is the impossibility of get- 
ting the weaving done in this country. 
These shoes are made over a new, spe- 
cially designed, patented last with a 
wide heel seat a feature. Harry Sobel 
will also bring out a new shoe termed 
the “Hollywood Tramp,” a patented mid- 
dle-sole shoe which is made in all mate- 
rials with heel heights from 10/8 to 
24/8. 


Leases Accessory Departments 
in New Cammeyer Store 


NEw York.—Jeanne Maislen, Inc., 
has leased the accessory departments, 
consisting of handbags, hosiery, belts, 
gloves and jewelry, in the new Cam- 
meyer Shoe Store, which will be opened 
at 448 Fifth Avenue, soon. This store 
will have six selling floors for shoes 
with an accessory department on each 
floor. Jeanne Maislen, president of 
Jeanne Maislen, Inc., was formerly the 
bag buyer for Bruck-Weiss on 57th 
Street, and at the present time is oper- 
ating the bag department in the same 
premises. For a good many years be- 
fore that she had been associated as 
the buyer for the “Charm Shop” in 
Bamberger’s, Newark, N. J. The 
Lauber Co., department specialists and 
brokers, negotiated the above trans- 
action. 


Gribbon Buys Cantilever Store 


TACOMA, WASH. — The Cantilever 
Shoe Store in this city, owned and oper- 
ated by the Stewart Cantilever Shop 
in Portland, has been purchased by 
M. P. Gribbon. For the past four 
years, Mr. Gribbon was connected with 
the Stewart store in Portland. 
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NOTICE 








We are informed that an imitation suede elastic material 
composed of an elastic backing and a flocked surface is at present 


being offered to the shoe trade. 


In this connection we wish to call the attention of shoe 
manufacturers and shoe buyers to the Adamson U. S. Patent 
No. 2,069,083 assigned to United States Rubber Products, Inc. 


Claim 1 of this patent reads as follows: 


“In an article of footwear, an upper composed at 
least in part of a relatively thin woven elastic fabric 
formed of inelastic threads of textile material and 
elastic threads of a-diameter not greater than .025 
of an inch, the elastic threads being formed of an 
elastic core covered with textile yarn, said fabric 
having at least one face thereof coated with an elastic 
binder that will allow the full stretch of the fabric 
and being provided with flock material secured to 
the fabric by said binder.” 


Attention is called to the foregoing in order that trespass 
upon our patent rights may be avoided. 


United States 
Rubber Products, Inc. 


.. . THE MIRACLE YARN THAT MAKES THINGS FIT. 


REG. U. S. PAT. OFF. 


An elastic yarn manufactured (4 1c exclusively by United States 
y q y by 
4 


Rubber Products, Inc., 1790 Broadway, New York City # 
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STRENGTH 
SECURITY 
ECONOMY 








UNISHANK 


BREASTLOCK 
sia 





UNISHANK innersoles and BREASTLOCK wood heels are two 
logical and practical features that progressive manufacturers 
are using on women’s high heel shoes. 


The BREASTLOCK heel with its special anchoring device, to- 
gether with UNISHANK innersoles, gives new security against 
“kicking under” or “kicking back.” Smaller and shorter soles 
can be used and flap laying is eliminated. Unishank gives 
tigid arch support that is vitally essential. 


Modem style versions emphasize the importance of these two 
basic improvements in shoemaking technique. 

















UNITED SHOE MACHINERY CORPORATION 


BOSTON. MASSACHUSETTS 
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NATIONAL NEWS 








Fall Business Ahead of Last Year 





Suedes Dominate September Sales in New York, and Also 
Lead in Chicago Stores—Season’s Outlook 
Considered Bright 


New York — A survey of several 
stores, both exclusive shoe retailers 
and department stores in the metro- 
politan district, disclosed the encourag- 
ing fact that business so far this Fall 
is way ahead of that for the same 
period last year, and that from all in- 
dications, it will continue to be good. 
McCreery’s attributed it partly, at 
least, to the range of prices in the de- 
partment. A department can be suc- 
cessful, it was pointed out, so long as 
it offers the customer a wide, well bal- 
anced selection of styles at the prices 
they are willing and able to pay. It 
is a question of having enough of the 
right merchandise at the right prices 
which determines the success or fail- 
ure of a shoe department. In addi- 
tion, some of the buying was attributed 
here to the prevalence of shorter skirts, 
which bring shoes into prominence and 
forces customers to replace outworn or 
outmoded shoes with newer styles. Short 
skirts are always good for the shoe 
business, in the opinion of Mr. Fitz- 
harris, buyer of this department. 

Suede shoes have proved themselves 
fully as popular as was expected. Sales 
of suede shoes for the past week were 
reported to comprise 75 per .cent of the 
total week’s sales at Oppenheim Collins. 
This figure is significant when com- 
pared with 66 per cent for the same 
week last year, and the peak of 71 per 
cent for any one week last year. Charles 
Thompson was of the opinion that this 
increase was due to the demands of 
the public. A great deal of the popular- 
ity, he stated, was due to the fact that 
this year the stores have a better selec- 
tion of suede shoes than they have had 
for several years, and that, with many 
types of shoes in stock, it is possible to 
fit all types of feet in flattering styles. 

Black, of course, is the color most de- 
manded, but blue is proving to be some- 
thing in the nature of a dark horse. 
The demand for blue shoes, and par- 





DATES TO REMEMBER 


New York State Shoe Retailers Asso- 
ciation, 19th Annual Convention, 
Hotel Ten Eyck, Albany, N. Y. 

Oct. 3, 4, 5, 1937 


Monthly Shoe Buyers’ Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, IIl...Oct. 25, 26, 1937 


Spring Style Opening Shoe Fashion 
Guild of America, Hotel Biltmore, 


New York Nov. 1, 2, 3, 1937 


Shoe Club of New York Annual 
Dinner-Dance, Hotel McAlpin, New 
QUE 6 sc0c covcosaweds November 6, 1937 


Boot and Shoe Travelers Association 
of New York Stag Dinner, Grand 


Ballroom, Hotel Roosevelt, New 

York City ........... November 2, 1937 
National Shoe Fair, Hotel Stevens, Chi- 

cago, Ill. .......04. Jan. 3, 4, 5, 6, 1938 


Northwestern Shoe Retailers Regional 
Association Annual Convention-Ex- 
position, Hotel Radisson, Minnea- 
polis, Minn. ....Jan. 9, 10, 11, 12, 1938 


Joint Convention and _ Exhibition 
Southwestern Shoe Travelers Asso- 
ciation and Texas Shoe Retailers 
Association, Fort Worth, Texas 

Jan. 9, 10, 11, 12, 1938 


Indiana Shoe Travelers Association, 
15th Annual Convention, Claypool 
Hotel, Indianapolis, Ind. 

Jan. 16, 17, 18, 1938 


Southern Shoe Exposition, Miami- 
Biltmore Hotel, Coral Gables, Fla. 
Jan. 17, 18, 19, 1938 


Middle Atlantic Shoe Retailers Asso- 
ciation Annual Convention, Benja- 
min Franklin Hotel, Philadelphia, 
Mc Gsivseces February 13, 14, 15, 1938 





ticularly for blue suedes, is due, accord- 
ing to most of the buyers interviewed, 
to the popularity in the new Fall suits 
[TURN TO PAGE 56, PLEASE] 








Recorder Fashion Writer Sails 
for London 


John Reilly, men’s fashion editor of 
BooT AND SHOE RECORDER, sailed for 
London on the Europa last Wednesday. 
He will visit the Shoe and Leather Fair 
in London and will see the Fall show- 
ings of the custom bootmakers there. 
During his visit, Mr. Reilly intends to 
cover the fashion aspects of several of 
the great Fall racing and hunt meets 
and sporting events in England and 
Ireland and will report his findings in 
several feature articles in BOOT AND 
SHOE RECORDER after his return about 
October 25. 


Melville Announces New 
Price Change 


NEW YorK.—The Melville Shoe Cor- 
poration, through its president, Ward 
Melville, has announced a reduction in 
the price of Thom McAn women’s shoes 
from $3.95 to $3.50, effective on Thurs- 
day, last week. 

Another announcement made at the 
same time was the fact that an experi- 
mental group of shoe stores to be called 
Frank Tod, selling exclusively to men 
and boys, will be opened in the near 
future. The men’s shoes will sell for 
$2.85 a pair. The first store of this 
group will be opened later this month 
in Newark, N. J. 


W. F. Washburn Gives 
Professional Talks 


Los ANGELES, CALIF. — William F. 
Washburn, general manager of D. Arm- 
strong Co., Rochester, N. Y., made a 
special trip to the Pacific Coast in re- 
sponse to an invitation from profes- 
sional groups in this city and in San 
Francisco. These lectures to doctors 
were to explain the problem of locomo- 
tion as the science has been developed 
into the principal of balance in motion. 
Mr. Washburn’s talks before these 
distinguished gatherings were sponsored 
by the Gait Laboratory of Rochester, 
he officially representing that institu- 
tion and not in his capacity of an of- 
ficial of D. Armstrong Co. 











Page 52 





Boston Boot and Shoe Club 
Holds Annual Golf Tourney 


Boston, Mass.—The Annual Fall 
Golf Tournament of the Boston Boot 
and Shoe Club was held on Tuesday 
afterncon, September 21, at the Wol- 
laston Golf Club in Quincy. The 
weather was ideal with the sun shining 
all day and the course was in excellent 
condition. More than 100 members of 
the several branches of the shoe and 
leather industry teed off. During the 
tournament, some good scores were 
turned in and some that were not so 
good but the feeling was unanimous 
that everybody had a good time and 
the outing was a big success. 

Winners of prizes in the three divi- 
sions are as follows: 

Leather Division: W. P. Fuller, first 
low gross; Jack Cohen, first low net; 
Karl Mosser, second low gross; Rich- 
ard J. Penn, second low gross; Frank 
C. Donovan, third low gross; B. C. Hill, 
third low net; J. C. McCarthy, fourth 
low gross; William M. Slattery, fourth 
low net; W. C. Connolly, fifth low 
gross; Ted Tewksbury, fifth low net; 
H. S. Howes, sixth low gross; H. Swan- 
son, sixth low net; C. C. Schieren, 
seventh low gross; J. F. Murphy, sev- 
enth low net; M. H. Keating, eighth low 
gross, and H. Sommers, eighth low net. 

Shoe Manufacturers Division: J. R. 
Clark, first low gross; H. C. Johansen, 
first low net; Ben Cort, second low 
gross; Al Higgins, second low net; Ben 
Stone, third low gross; W. H. Larkin, 
third low net; C. O. Wilcox, fourth low 
gross, and George Dempsey, fourth low 
net. 

Allied Division: George Finley, firs: 
low gross; J. F. Fitzsimmons, first low 
net; John Barbour, second low gross; 
Harry Marston, second low net; Clar- 
ence Knapp, third low gross; George 
Grover, third low net; H. P. Whitte- 
more, fourth low gross; P. P. O’Brien, 
fourth low net; Fred E. Ahearn, fifth 
low gross; H. L.. Tracy, fifth low net; 
Ralph N. Hall, sixth low gross, and 
Leo Hart, sixth low net. 





Suggestive Selling Award 
Increases Sales 


SALT LAKE City, UTAH—In a recent 
campaign at Auerbach’s a shoe clerk 
who made an intelligent suggestion to 
a professional shopper whose duty it 
was to make purchases from about 
one-third of the employees of the store, 
was handed a card reading: “Through 
intelligent suggestive selling, you have 
earned 50 cents. Go to the office and 
receive this amount.” If a salesman 
neglected to suggest, he was given a 
slip carrying this message: “By not 
making a suggestion, you missed an 
opportunity to earn 50 cents. Report 
to the office.” 

The 60-cent awards impressed 
clerks with the true importance of sug- 
gestive selling—the fact that they as 
well as the store could earn substan- 
tial extra amounts through well made 
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suggestions. The salesman who sug- 
gested was pleased, continued his own 
good work and showed his card to 
other salesmen. The man who neg- 
lected to suggest remembered the inci- 
dent and benefited from the experience. 
In addition to making salespeople thor- 
oughly conscious of the importance of 
suggestive selling, the plan provided 
a valuable check showing where sales 
education was most needed. 


Wetherby-Kayser’s Enlarged 


Branch 

Los ANGELES, CALIF.—A year ago, 
Wetherby-Kayser Co., opened a foot- 
fashion salon branch at 517 West 
Seventh Street, for men’s, women’s and 
children’s fine shoes. Due to the re- 
markable public acceptance of this 
store, additional room was soon needed. 
An adjoining room was secured so that 
the firm now occupies the entire build- 
ing. This additional space resulted in 
giving the store an impressive frontage 
and in having ample first floor sales 
space. The men’s department has been 
moved to the first floor in a specially 
constructed section. 

On the first floor is the Johnson- 
Murphy shoes for men and the Laird- 
Schober fashion shoes for women. Ed- 
wards’ shoes for children have their 
department on the second floor front, 
while to the rear of this section is the 
Deb Shop where prices start at $6.95. 
C. B. Slater “Superiors” sports foot- 
wear are also featured on the second 
floor. 

The entire store is air-conditioned 
throughout and is stocked with 15,000 
pairs of shoes, exclusive and original 
hand bags and hosiery from the world- 
famous makers. Visiting shoe men ac- 
elaim it to be one of the most modern 
shoe stores in the country. 


L. S. Ekorerud’s New Venture 


SEATTLE, WASH.—L. S. Ekorerud has 
opened a men’s shoe store in this city 
and is specializing on the Weyenberg 
dress-shoe line and on the Curran & 
Green work-shoe line. Previous to en- 
tering the retail field, he was with the 
Bon Marché store, here, for four years 
and on the road for U. S. Rubber for 
many years. 


Weather Clear, Snow Fast, 
Skiing Excellent 
[CONTINUED FROM PAGE 42] 


forms of Winter sport such as toboggan- 
ing, etc. 

Many other accessories can be stocked 
and sold by the shoe retailer besides 
shoes. Ski waxes, gaiters, hosiery, 
leather dressings, gloves and laces all 
offer the retailer opportunity to build 
up extra sales during the ski season, 
which is not as short as may be first 
supposed. Naturally it depends on the 
weather but in a good season, skiing can 
and will be done from December 
through April. Last season, although a 
bad one from the standpoint of the skier, 
found so many people skiing in Tucker- 
man’s Ravine in the White Mountains 
in New Hampshire during the April 10 
to 12 week-end, that they had to wait 
their turn to pass where the ski trails 
were narrow. On the Pacific Coast, ski- 
ing carnivals were held in the moun- 
tains in mid-June. 

There is no question but that skiing 
is here to stay and as time goes on it 
will continue to grow. Where gelf is 
now the big Summer sport, skiing has 
surely taken over the Winter season as 
a recreational pastime for the city 
worker who in past years found no out- 
let for his or her recreational desires 
during the Winter. 








Two new styles in women’s galos 


New Styles for Rainy Weather 





hes for the coming season are the Hood 


Rain-togs shown above. On the left is a conventional three-snap model which 
comes in several different heel heights. On the right is a zipper-fastened, nov- 


elty number. Both of these styles have a distinctive surface d 


lesign made by a 


patented process which gives them a separate style appeal. 
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The Editor’s Outlook 


[CONTINUED FROM PAGE 34] 


the decrease of sales at new or old prices. So much 
for that. 

The real backbone of the shoe business of this coun- 
try is the solid, substantial middle class of Americans. 
Their children are now back to school; their young 
men and women in college and the inevitable bills are 
met by frugality in other things, but not particularly 
in shoes. For this class of people thinks in terms of 
useful shoes and moderately styled shoes and buys 
carefully. In the range of prices between $3.95 and 
$10.50 lies the real shoe business of America—sub- 
stantial stores that serve well and substantial factory 
organizations supply well and business goes along 
moderately well year in and year out. 

The middle classes have shown a sturdy progress 
from the depths of the depression for 79 per cent of 
the wage earners in this group have had increases in 
income since the low spot of the depression. Only 
21 per cent have fallen by the way-side. 

Fortunate a nation to have so substantial a group 
of solid, sensible people who either own their own 
little homes or maintain conservative rental homes, 
apartments and tenements; and who measure their life’s 
movement by other things than money alone. It is 
this center group that is worthy of real distribution 
attention in the months to come. Come high times or 
come low times, somehow this substantial citizenry 
holds to the selection of good and useful shoes. This is 
the field to command attention in the next few months. 





Smarter Shoes for Young Girls 


MiamI, Fia.—J. Y. Player, representing Edward’s 
juvenile shoes, on his annual visit to Miami, had some 
interesting things to say about the present status of 
children’s shoes. Today it is possible to get the smartest 
styled dress shoes for the little girl or big sister that 
have ever been offered. These are copied from the 
most popular styles in ladies’ shoes and made on a 
substantial and correct last for the growing girl’s foot. 

Buyers in all the better stores, says Mr. Player, are 
accepting these new lines with gratitude. They are 
filling a long felt need. The price bracket is $6 to 
$8.50 and $5 to $7.50. 


Features Shoes for the Family 


Panama City, FtA.—Panama City’s first exclusive 
shoe store has been opened on Harrison Avenue and 
will be known as Saxon’s. Paul Hoffenberg, formerly 
in the shoe business in Miami and also in Jacksonville, 
is manager. The store will employ six persons and 
will offer “style, fit and quality at popular prices.” It 
is a family shoe store, with shoes for men, women and 
children. A line of hose and handbags will also be 
carried. [ 

















PUT YOUR MONEY 
ON THE 


WIN 


In the business of selling men’s street and 
dress shoes experience shows you can’t go 
wrong if you stock shoes of genuine Kanga- 
roo. Kangaroo is a winner from the start. 
17% stronger, weight for weight, than any 
other leather known, it offers durability, long 
wear, and strength, with a lightness and a 
pliability that bring active feet home again in 
the evening as happy as when they started out 
for the day. 





For those aggressive retailers who not only 
want to pick a winner, but who also want to 
get behind it and push it up to new heights, 
to bigger sales, to extra profits, the Kangaroo 
Association offers suggestions and helps for 
advertising and merchandising. Write for a 
copy of our “Daily Sales.” Address your re- 
quest to the Kangaroo Association, 9th & 
Westmoreland Streets, Philadelphia, Pa. 


Genuine Kangaroo is tanned in the United 
States of America by The Surpass Leather 
Company, Philadelphia, by the Richard Young 
Company, New York, and by the Ziegel Eisman 
Company, Boston. A letter to any of these 
companies will direct you to sources that can 
supply genuine Kangaroo in different grades 
of shoes. ; 


AROO 


TANNED IN 
AMERICA FOR MEN’S 
STREET & DRESS SHOES 
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SAWYER'S 
SKI BOOTS 


sy 


R. J. Sawyer, inc., 2 Main St., Freeport, Me. 





Fine Boots-Men’s & Women’s 





Goodyear Welt 
Construction 
Send for our folder 
H. CONJOR SHOE CO. 
IN STOCK 197 Flatbush Ave. 
Neo. 7312 Brooklyn, N. Y. 
Boot Trees 








NEW PRINCIPLE IN 
BOOT TREES 


National Boot Trees hold boots 
wrinkle-free, while allowing air 
to circulate freely inside. 
Lengthen life of leather. Prevent 
stitches rotting. Easy to put in. 
Easy to take out. Made of Na- 
tional Hard Vulcanized Fibre. 
Won't crack, split or splinter, 
Won't dent or corrode. 


GUARANTEED FIVE YEARS. 
Set weighs 18 oz. Retails at $4.95. 


Prices and folder on request. fl 
National Vulcanized 
Fibre Co., Box 311T, 


Wilmington, Del. 
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Jones-Walsh Organize New 
Shoe Company 


St. Louis, Mo—J. L. Jones and 
John J. Walsh have set up a new shoe 
manufacturing enterprise in St. Louis. 
The company is to be known as the 
Jones-Walsh Shoe Company, Incorpo- 
rated. They have purchased the assets 
of the St. Louis Shoe Manufacturing 
Company. The new company will man- 
ufacture women’s high-style shoes 
(Sbicca construction) to sell at retail 
from $6.75 and up. The entire factory 
is being rearranged and modernized 
with the latest types of machinery. All 





J. L. Jones and John J. Walsh, officials 
of the newly-formed Jones-Walsh Shoe 
Company, of St. Louis, Mo. 


new wood has been purchased and pro- 
duction capacity is set at 1,000 pairs 
per day. 

J. L. Jones is the brother of J. G. 
Jones, vice-president of the Rice- 
O’Neill Shoe Company. His twenty 
years’ experience in the shoe industry 
started at the fitting stool in the Guar- 
antee Shoe Company, San Antonio, 
Texas, Then after a year and a half 
in the army, from which he was dis- 
charged as a first lieutenant, Mr. 
Jones joined the sales force of the 
McElroy-Sloan Shoe Company. Later 
he entered the retail shoe business with 
his brother at Pine Bluff and Jones- 
boro, Arkansas. At one time the Jones 
brothers operated six stores in Ar- 
kansas. During the past few years, 
Mr. Jones has been merchandising 
women’s high-style shoes at the Hamil- 
ton-Brown Shoe Company. 

John J. Walsh is recognized as one 
of the foremost shoe stylists of the 
industry. Although younger, he, too, 
has worked with shoes for twenty 
years. He started at the age of twelve 
as a scrap boy in the McElroy-Sloan 
factory. Later he went with the Sam- 
uels Shoe Company where his ability as 
a designer was discovered by accident. 
From there he went with Milius and 





RECORDER, October 2, 1937 





A 
WEALTH 
OF 
UNDERSTANDING 


of every detail of little feet is back 
of Mrs. Day's Ideal shoes—Lasts— 
patterns and construction reflect 
this expert knowledge, much of it 
gained through the Department 
of Medical Cooperation, working 
with leading foot specialists. Alert 
Operators of juvenile shoe depart- 
ments find the Ideal line their best 
developer of new business. 


MRS. DAY'S 


IDEAL BABY SHOE 
COMPANY 


DANVERS, MASS. 


Manufacturers of Fabric—Cushion—Soft 
Sole—Iintermediate and 


FLEXIBLE HARD SOLES 











grew with this progressive company 
for nine years. For the past two years, 
Mr. Walsh has served as a director 
and head style man at the Hamilton- 
Brown Shoe Company. 

Joseph Montfort, formerly with the 
St. Louis Shoe Manufacturing Com- 
pany, is superintendent of the new 
company. 

Both Mr. Jones and Mr. Walsh were 
in the East recently making a study of 
style trends and purchasing equipment 
and leather. Their first line of samples 
will be shown at the McAlpin in New 
York on November 1, during the Shoe 
Fashion Guild Show. Their many 
friends in the shoe industry wish them 
well in their new venture. 





Lipman-Wolff’s Shoe 
Depts. Changed 

PORTLAND, ORE.—The two shoe de- 
partments in the Lipman-Wolff depart- 
ment store have been remodeled, with 
the women’s shoes being moved from 
the third floor to the second, opposite 
the elevators. C. Pierce, manager of 
this department states the change has 
been one of the factors in greatly in- 
creasing the trade. The basement de- 
partment has been enlarged and re- 
furnished. Manager A. B. (Tony) 
Kouba is planning a grading up of his 
merchandise and of his selling, organ- 
ization. 

















Los Angeles Trade Shows Gain 


Los ANGELES, CALIF.—Local trade 
took a turn for the better in August 
with downtown department stores show- 
ing a gain over a year ago of almost 
ten per cent, according to the monthly 
summary of business conditions just 
released by The Security-First Na- 
tional Bank of this city. Excerpts of 
the report are as follows: 

“This increment is the best shown 
since March and carries this Bank’s 
index of local trade to 89.8 (prelimi- 
nary) for August. In July it stood at 
85.5. The August figure was exceeded 
in March, -1937, and. December, 1936. 

“It is noteworthy that most of the 
current gain in sales volume is a re- 
flection of the advance in prices which 
now stand about 9 per cent over a year 
ago on department store merchandise. 
Thus, full resumption of the cyclical 
uptrend would require an even larger 
increment than shown in August. In- 
ventories, according to the report made 
by the Federal Reserve Bank of San 
Francisco as of July 30, continue ex- 
cessive. On that date (the latest avail- 
able), stocks were 20 per cent above 
the level of a year previous, indicating 
that little or no progress was made 
toward reducing them during July. 

“Largest sales gains over the corre- 
sponding month last year continue to 
be registered by furniture stores and 


BOOT AND SHOE RECORDER, October 2, 








1937 






furniture departments in department 
stores. However, the increases are not 
as large as earlier this year due to a 
slowing of demand on the one hand 
and the presence of larger sales totals 
in the comparable 1936 month. 
“Stores in suburban and rural com- 
munities made August showings supe- 
rior to those of July. Gains were mod- 
erate in most cases, however. As in 
ether recent months, San Joaquin Val- 
ley merchants, particularly those in 
Fresno, experienced the best results. 
The Valley is enjoying one of the most 
prosperous seasons in many years.” 





Bobay Joins Talbert Store 


Fort WAYNE, IND.—H. E. Talbert, 
owner of the Talbert Shoe Store at 924 
South Calhoun Street, Fort Wayne, has 
announced that A. J. Bobay, well- 
known shoe expert, now is affiliated 
with his firm. Mr. Bobay has been 
prominent in the shoe business in Fort 
Wayne for the past 27 years. 


C. H. Miller’s New Store 


PORTLAND, ORE.—C. H. Miller has 
opened a new Florsheim Shoe Store in 
which only the women’s line is car- 
ried. He has featured this line for a 
number of years. The new store has 
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an Italian interior finish, and indirect 
lighting system. White and mocca 
leather chairs with chrome finish add 
to the charm of the store. 











Dayton Retail Sales Show Gain 


DAYTON, OHIO—Retail sales in this 
city during August showed an increase 
of 10.98 per cent over the same month 
a year ago, according to Brooks H. 
Harmon, secretary of the Dayton Re- 
tail Merchants Association. --However, 
in comparison with the previous month 
of July, there was a loss’ of 0.48 per 
cent. 

For the first eight months, an in- 
crease of 20.1 per cent was recorded as 
compared with’ the same period of last 
year. : 

















Glaser Named Crawford 
Manager 


DAYTON, OHI0—Harold Glaser, for- 
merly in the basement shoe department 
at the Rike-Kumler Company, this city, 
has been placed in charge of the base- 
ment department of the Crawford Shoe 
Company’s store at Lima, it has been 
announced by Paul W. Crawford, presi- 
dent of the firm. Mr. Glaser will also 
have charge of the buying for that de- 
partment. 
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Fall Business Ahead of 
Last Year 


[CONTINUED FROM PAGE 51] 


of a new soft shade of blue between a 
royal and a navy. With suits of this 
color, customers have shown themselves 
unwilling to wear black shoes, and have 
repeatedly asked for blues. The suede 
finish gives blues of this type the soft, 
misty appearance which is necessary to 
blend well with the shades used in 
these suits. Browns are selling sur- 
prisingly well, and wines and greens in 
suede are selling to some extent; but 
they have not yet made any consider- 
able inroads on black. Nor are they ex- 
pected to. 

F. J. Pike, of Arnold Constable, re- 
ported that calf and kid are selling bet- 
ter than had been expected, and Shoe- 
craft was gratified by the popularity 
of a kid oxford called Peace-on-Earth. 
Fabrics are showing little or no activi- 
ty, but may be good later when cus- 
tomers are replacing their suede shoes. 
Alligator calf, lizard, and real alligator 
are proving to be substantial sellers, 
particularly in sport and_ spectator 
types of shoes. Patent is being used 
very extensively as trim on suedes. 

Step-ins with high fronts are by far 
the most popular styles for dress wear, 
with oxfords and high straps doing a 
fair proportion of the business. Side 
gorings have been accepted readily by 
most customers, for they allow a per- 
fect glove fit, and according to Mr. 
Fitzharris of McCreery’s, they can give 
a more flattering line to an imperfect 
foot than the high step-in without gor- 
ing, which is unattractive unless fitted 
on a perfect foot. Ankle straps are 
prevalent in a number of very smart 
shoes. Oppenheim Collins is showing 
one in black suede in a wrap-around 
type which is not only an attractive 
shoe but which gives a graceful line to 
the foot. Shoecraft is promoting the 
elastic type of leather, particularly in 
a striking shoe called, rightly, the 
Clinging Vine. ' This, in black suede, 
with either a high or a medium heel, 
has wide crossed bands of this elastic 
leather fitting high up around the ankle, 
and is cut so as to create the illusion 
of a slender, graceful foot. 

Soft toes have been a matter of some 
discussion among the retailers. All 
bought them, all promoted them, some 
have achieved results with them, others 
hay¢ not. It seems to be the consensus 
of opinion, however, that the customer 
is entirely indifferent to the hardness 
or softness of the toe, and that either 
can be sold provided the style is one 
which appeals to the customer. A few 
open-toed shoes in su are being 
shown for early Fall, but it ig felt that 
these will be out of the picture with 
the first rainy day. 

Heel heights in the most popular 
shoes are lower than they have been 
for some time. In the opinion of several 
retailers, shoemaking has been refined 
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carrying a complete line of ski boo 


H. Bass & Co. makes America’s 
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BASS SKI BOOTS 














to such an extent that low heels are 
just as graceful as high ones, and a 
good deal more sensible. A high heel 
(about 20/8”), attractively shaped, is 
by far the best seller in dress shoes. 
The day of the extremely high heel is 
said to be over, at least for the present, 
and many retailers are not sorry. How- 
ever, some feel that it is more a mat- 
ter of the number of shoes a woman 
can afford than of her taste in heel 
heights which determines whether or 
not she will buy a high heel. They feel 
that a woman who can afford only one 
pair of shoes will want those comfort- 
able and will demand a lower heel, 
while those who can purchase several 
pairs will want both low and high heels 
among their selections. 

A great deal of activity has been felt 
in spectator sports and low heeled 
campus types. Moccasin oxfords, par- 
ticularly of the Indian type, with lac- 
ings, in crepe rubber soles or leather 
soles, carrying heels of about 16/8 are 
extremely good sellers. They are very 
attractive and may be had in a variety 
of colors, in both suedes and smooth 
calf. Arnold Constable is showing one 
in two-tone brown calf with the upper 
composed entirely of lacing and strip- 
ping, a shoe destined to appeal to the 
college girl. Kiltie oxfords in suede or 
calfskin are available in all colors and 
are selling very well. In spectator types 
alligator calf has proved successful, 
for it is easily cleaned, a factor which 
counts a great deal with school girls. 

















Chicago Stores Show 
Big Increase 


Cuicaco—Retail buying of Fall shoes 
has finally come into its own here, with 
better prospects for a record season 
that has been noted for many years, 
store owners and department store 
managers report. Trade along State 
street and in other shops in the city has 
been good ever since the weather turn- 
ed cooler. - Stores are filled with cus- 
tomers and the turnover of merchandise 
is bringing smiles to the faces of re- 
tailers. The first part of September 
was unfavorable because of the hot 
weather, but the latter part of the 
month has shown such a steadily in- 
creasing volume that the month as a 
whole will probably range from 10 to 
15 per cent above the same month a 
year ago. 

Black suede continues ‘to be the main 
story in amount of sales in all stores 
and in all types of shoes both in the 
exclusive salons and in the popular 
priced stores. The soft glove fitting 
types of suedes are still the best sell- 
ers with many demands for trimming 
in another leather such as calf, patent, 
satin or grosgrain ribbon, or reptile. 
Brown is the second color in point of 
sales with blue showing a rising in- 
terest—far greater for Fall and Winter 
than in past years, many shops report. 
Other colors in which there is some in- 
terest but no particular volume are 
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grey, green, burgundy, and a new shade 
featured by several stores called thrush 
—a light tan. 

In the higher priced stores medium 
heel pumps and sandals are going 


especially well. Spectator pumps are 
also much in demand. In the higher 
heel shoes there is a decided tendency 
in favor of built up fronts, high riding 
ties, and illusion styles. 


Wohl Shoe Company Sales 
Reach New All-Time Peak 


St. Louis, Mo.—The Wohl Shoe Com- 
pany, wholesalers, and the largest re- 
tail operators of women’s shoe depart- 
ments in department stores, report the 
largest gains in the history of this 
progressive company, for the first eight 
months of the year. 

The wholesale division showed an in- 
crease in shipments of 63 pér cent over 
the corresponding period in 1936 with 
the month of August reaching a record- 
breaking high. 

The retail departments, in the first 
eight months for 1937, show a gain per 
unit of 19 per cent with a substantial 
cumulative increase. This advance in 
sales was made despite the fact that 
the company is operating fewer depart- 
ments this year than in 1936. 








New Custom Shoe Shop 


DETROIT, MicH. —- Latest downtown 
shoe store here, is Helmut’s Custom 
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Shoe Shop, located at 1422 Farmer 
Street. The store is specializing solely 
in custom shoe work and has a shop in 
the rear, fully-equipped with the most 
modern equipment. 

Front of the store is of modern de- 
sign, with fittings in natural-finish 
pine wood. Chairs are in grey maple 
with matching tapestry covers. No open 
stock is carried as all work is custom- 
ordered. A display case at one side 
shows samples of work done and ac- 
cessories. 

The window is devoted strictly to 
educational displays. Typical display 
shows parts of the shoe with hides, 
mostly dressed, in various sizes and 
types, and some stages in the making 
of shoes, 

The store is run by Helmut Anspach 
who is a newcomer to this country, ar- 
riving from Germany only five months 
ago. He formerly operated a similar 
type of store under his own name in 
Stuttgart, Germany, and is bringing to 
this country the same standards of per- 
sonal craftsmanship in shoemaking 
which he practiced in the old country. 





Ray Hardebeck Back on Road 


TACOMA, WASH.—Ray W. Hardebeck, 
having recovered from his illness, is 
back on the road again for the Selby 
Shoe Co. He travels the states of Idaho, 
Montana, Washington and Oregon with 
the complete Selby line. 
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Send coupon for automatic Carpet Calculator. 


MOHAWK CARPET MILLS 
General Sales Office: 295 Fifth Avenue, New York 
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Pittsburgh San Francisco 
MOHAWK CARPET MILLS, 295 Fifth Ave., New York City 
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Popular quality keeps initial cost down—gives long 
wear—comes in 32 different designs and colorings. 


You will see the pattern at left in scores of shoe stores throughout 
the country. It is meant for the owner who wants to keep expendi- 
tures at the minimum—yet who wants to dress up his store in a way 
that will attract the finest class of trade. 

This luxurious, deep-pile carpet not only provides a lovely back- 
ground for any new pair of shoes, but also forms a soft, comfortable 
foundation for the first testing steps. 


of equally beautiful patterns in several grades 


and weaves in the 1937 Mohawk Line. So you may easily find, or 
we will design especially for you, a floor covering that suits your 
needs at the price you want to pay. 

Wire collect to the nearest Mohawk Office to obtain without cost 
the assistance of the Mohawk Advisory Service to aid you in solving 


problems—and help you save money. 


Regional Sales Offices: 


Atlanta Boston Buffalo Chicago Cincinnati Cleveland Dallas 


City Los Angeles 
Seattle St. Louis 
1937, Mohawk Ca Mills, 
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Ballet Slippers 
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BALLET SLIPPERS—IN STOCK 
FINEST QUALITY, BENCH MADE 


Ne, 100, Bik. xia Soft Tee 
Turns, Rights Lefts. 
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MERDER, Inc., Mfrs. 


SCHWARTZ & 
PHILA., PA. 


70-72 NO. 4TH ST. 
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PROFESSIONAL TAP DANCE SHOE 
IN-STOCK 













By at B and C 4 

3 ABandC $1.50 
Band C $1.60 

DAVID T. NATHAN 

138 Lincoln St., Boston, Mass. 

















TAP 
DANCE 
SHOES 
In 
cecetas ie 
Misses’ $1.65 
2 Te ee 
Misses’ $1.70 A-B-C 2%-8 11%-2 


— Owens SHOECO. = 
—— 28 Goodhue St., Salem, Mass. —_ 
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TOLMAN- DAVIDSON 
—ADVERTISING PRESS, Inc 


113 Lincoln Street, Boston, Mass 








Obituaries 


Louis C. Doremus 


NEW YorRK.—Louis C. Doremus, well- 
known shoe man and representative of 
the Wolff-Tober Shoe Company of St. 
Louis, died in St. Luke’s Hospital in 
Chicago from a heart attack on Thurs- 
day, Sept. 23. 





LOUIS C. DOREMUS 


Mr. Doremus was stricken on the 
train enroute from Pittsburgh, Pa., to 
Chicago. He was 61 years of age and 
had spent his entire life in the shoe in- 
dustry. When a salesman for the 
George W. Baker Shoe Company of 
Brooklyn, he was head of the Brooklyn 
Style Show and a prime factor in the 
quality shoe movement. Later he was 
a partner of Heim and Doremus and 
also an owner of the J. & T. Couzins 
Shoe Company. 

The funeral was held in Garden City, 
L. I., where he had his home, and was 
attended by many members of the shoe 
trade. 

“Lou,” as he was known to his many 
friends, was an upstanding and splen- 
did citizen and his cheer will be much 
missed by the industry of which he was 
a leading spirit. He died in line of duty 
—a true salesman to the last. 
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The widespread use of innersoles 
simulating the appearance of VAN 
TAN confirms the value of VAN 
TAN'S unique qualities . . . non- 
cracking . . . non-curling . . . perma- 
nent flexibility and resiliency. Real 
value lays in the superior comfort 
and longer wear that VAN TAN 


alone delivers. 


VAN TASSEL LEATHER CO. 
NORWICH, CONN. 


ANIAN 


the perfect leather innersole 











William M. Hurley 


BROocKTON, Mass.—William M. Hur- 
ley, who with his brother, John J. 
Hurley, founded the Hurley Shoe Com- 
pany in 1893, died at his home in this 
city recently, following a brief illness. 
He was 67 years of age. 

The first plant of the Hurley Shoe 
Company was on Foundry Street, this 
city, but in 1900 the business was 


moved to Rockland, Mass., where Mr. 


Hurley was associated, in addition to 
John J. Hurley, with two other broth- 
ers, Edward F. and George A. Hurley. 
For many years he was the owner of 
the famous Willowbrook Farm in Pem- 
broke where he raised blooded Guernsey 
cattle. 

He is survived by his three brothers; 
his widow, Mrs. Helen M. Hurley; a 
son, Harry, of Brockton; a daughter, 
Mrs. Daniel G. O’Connor, of Dorchester, 
Mass.; and two sisters, the Misses M. 
Frances Hurley and A. Elizabeth Hur- 
ley of West Hanover, Mass. 

Funeral services were held Sept. 22 
from Our Lady of Lourdes Chapel in 
Brockton, with interment in Calvary 
Cemetery. 


Mrs. Mary Dohr 


Cuicaco, ILtut.—Mrs. Mary Dohr, 
wife of William Dohr, of the well- 
known pattern house Dohr & Mavor in 
this city, died on Wednesday, Sept. 22, 
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“Ankle-Hi” 


ou can’t make shoes 
without a last 


As well try to make a shoe without a last as to make it 


look beautiful without a form. Beauty begins in the wood. 


And when the last is removed, something of its sleek grace, 


its moulded beauty, goes with it. 


Take a tip from the 


quality retailer who must justify the. price of his shoes by 
making them look more beautiful ... who never shows a 
shoe without a form inside it. Ankle-Hi Fairy Forms, with 


the exclusive all-fitting toe-shape, will make your shoes look 


fresh from the hands of the laster. Complete list of types 


and sizes is available on request. 


TODAY. 


Send for your copy 


S H 0 E F 0 R M C 0 » AUBURN, NEW YORK e UNITED LAST CO., MONTREAL, CANADA 


For further facts, call the nearest branch office of the United Shoe Machinery Co. 
Ltoensed Manufacturing Branches: Northampton, England @ Melbourne, Australia @ Paris, France @ Frankfurt, Germany @ Mexico City, Mexico 





at her home in Oak Park, Chicago 
suburb. 

Services were held on Saturday, Sept. 
25, and interment was in the Mount 
Auburn mausoleum. 





Thompson to Buy for 
Watt & Shand 


New York—Walter S. Thompson, 
for many years buyer of men’s and 
boys’ shoes in Franklin Simon’s in this 
city, has been named buyer of all shoes 
in Watt & Shand, Inc., large depart- 
ment store in Lancaster, Pa. 

Mr. Thompson, or “Buck” as he is 
known to his many friends in the shoe 
trade, was with Franklin & Simon’s 
for the past 14 years up until the time 
of his resignment in May of this year. 
Previous to that he was with Clarence 
White, of Red Bank, N. J., for 15 years. 

During his long association with re- 
tail selling, Mr. Thompson has become 
somewhat of an authority on men’s and 
boys’ shoes and he has worked out suc- 
cessfully several ideas of his own in 
merchandising and retailing of these 
lines which have been followed by many 
other shoe men who know of his 
methods. 


Named W. L. Douglas 


Accessory Buyer 


New York—Andrew W. McLaughlin 
has joined W. L. Douglas Shoe Co. to 


Trade Literature 


Two very attractive catalogues are 
being sent out to their customers by the 
children’s shoe manufacturing firm of 
J. Edwards & Company, Philadelphia. 
One in conventional layout describes 
and illustrates the full line of shoes 
carried in stock for the Fall and Win- 
ter season. It is illustrated with re- 
productions of the entire line and de- 
tailed descriptions and size runs. The 
other “De Luxe” catalogue is of large 
size and shows selected numbers of the 
in-stock styles grouped for purpose, and 
age range. The latter is a particularly 
artistic presentation, pages being de- 
voted to their shoes intended for in- 
fants, the little girl, school and play, 
boys’ shoes, and misses’ styles. 





buy and merchandise men’s and wo- 
men’s hosiery, slippers and retail find- 
ings. Mr. McLaughlin was formerly 
with the Regal Shoe Co. in a similar 
capacity. 


H. R. Estes Convalescing 


Cuicaco, Itut.—H. R. Estes, better 
known to his host of friends in the shoe 
trade as “Hugh,” representative of the 
Illinois Shoe Mfg. Company of Pontiac, 
Ill., in the Middle West, is recuperating 
from an operation in the Woodlawn 
Hospital, here. 


Mr. Estes was stricken while in Mil- 
waukee recently. He returned home 
and was rushed to the hospital imme- 
diately for an emergency operation. 
He is now getting along very well and 
expects to be back on the job very soon, 
serving his friends in his territory. 


Stone Shoe Group 
Holds Picnic 


CLEVELAND, OHI0O—The annual out- 
ing of the Stone Shoe Co. was held 
at Bessie Miller’s resort on Broadview 
Road, Sunday, September 12. A total 
of 69 employees and officials of the 
company sat down to the chicken din- 
ner provided. Following the repast, 31 
prizes were awarded to lucky number 
holders. Indoor and outdoor games, in- 
cluding softball and horseshoe pitching, 
formed a part of the program. J. H. 
Roberts, president and general man- 
ager, greeted traveling shoe salesmen. 


Wedding Announced 


NEw YorkK—Word has been received 
that Miss Muriel Kalan, of Delman, 
Inc., and Joseph Goldman will be mar- 
ried during the latter part of October. 
No definite date has been set. 

The couple will make their permanent 
home in Pittsburgh. Mr. Goldman is 
actively engaged in the luggage busi- 
ness. 
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Modest or Pretentious= — advertising clippings 


| 

i 

H | The Vincent Edwards Idea Clipping Service has over 2,000 
| satisfied users. Each order filled according to what you 
want: wholesalers usually request best retail ads; manufac- 
turers usually want ads of competitive brands. 


You will find that a study of newspaper ad clippings is the 
quickest and least expensive way to keep in touch with 
what's going on. 


Write today for information. 


VINCENT EDWARDS & CO. 
World’s largest advertising service organization 
342 MADISON AVE. 


NEW YORK 











\Y/HETHER it be a single room (as above) or an Chain Store Efficiency 


elaborate suite, you will find Hollenden guest 
rooms modern and up-to-the-minute in decorations, 
equipment and furnishings. We are completing a 
modernizing program which make Hollenden guest 
rooms as fine as any to be found in Cleveland. The 
location is ideal, the service excellent, the food of 
the best and the prices moderate. Select the Hollen- 


records are made available 


en nea 


Recorder’s Stock Record System 
(either in cards or book form) 


| 
| 
| 
| 





den on your next trip to Cleveland. 


HOTEL HOLLENDEN 


A DeWitt Operated Hotet CLEVELAND 
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R. F. Marsh, Mgr. 








Samples on Request 
MERCHANT’S SERVICE DEPT. 


( 
( 
to independent retailers in the ( 
{ 
209 So. State St., Chicago, Ill. ) 








New Ideas in pers to Speed Sales 


a pronounced natural grain is another 
idea for sport. 

With the general fashion feeling for 
soft and feminine styles, suedes are 
expected to make a good showing for 
Spring and Summer. They certainly 
were outstanding in the exhibits. Some 
improvements in the finishing process 
are being tried in certain tanneries. 

The trend toward dressier daytime 
shoes is encouraging to the makers of 
kidskin. The fineness and softness of 
this leather give it a special place for 
formal afternoon shoes, especially the 
very important dressy pump. As a 
trim on suede, kid is also important. 
Versions for evening wear, in gold 
and silver, are very much in the pic- 
ture. 

Genuine reptile, chiefly alligator and 
lizard, has grown more popular year 
by year, and should sell again this com- 
ing season. More types of shoes—san- 
dals as well as oxfords and pumps— 
will probably be made of reptile. Sev- 
eral tanners shewed beautiful reptile 
skins in a wide range of colors. 

Anticipating this trend, a manufac- 
turer of calf has been producing a line 
of reptile prints. They are interesting 
because they are not exact copies of the 
grain of any real reptile’s skin, but are 


(CONTINUED FROM PAGE 31] 


invented grains. At the same time the 
effect is authentic and strikes a modern 
note. Beautifully finished, they have 
enough shine to look very natural. The 
colors are absolutely guaranteed not 
to run when the shoe is cleaned—an 
important point since this leather is 
chiefly used to trim white spectator 
sport shoes. 

Black patent is indicated for early 
selling in the increasingly popular 
opera pump, as well as in some sandals 
and other types of shoes. In white and 
colors it will probably be popular later. 
But the big news here is a dull patent. 
Several tanners are sponsoring it, giv- 
ing it their individual trade names, and 
expecting great things from it. It is 
dull, yet has a soft sheen as though 
the shiny patent lay somewhere under- 
neath the subdued luster of the final 
finish—which is actually the case. The 
effect is of a very fine calf but with just 
enough difference so that it can be 
combined with calf—or kid—as a subtly 
contrasting leather. With gabardine, 
of course, it will make an excellent trim 
and has the advantage of not requiring 
polishing. Unless we miss our bet, dull 
patent is scheduled to be one of the 
excitements of the coming season. 

By what colors should the shrewd 


retail buyer and the shoe manufacturer 
chart their course for Spring, 1938? 
First by black and navy, or navy and 
black, then, if one wants to try a little 
guesswork, by brown. Lighter blues are 
more important than ever, especially 
blues with a purplish cast like Parisian 
Blue. This type is seen in all kinds of 
leather, including patent. In the red 
clay and spice families two glowing 
colors, Redbark and Brownspice, are 
the leaders and can be worn with many 
costume colors in both tailored town 
and country shoes. They blend well 
with Bisquette and India Brown for 
ombré effects and can also be used with 
Tuxedo Green in a multicolor effect. 
Redbark also goes well with Marine 
Blue. The interest in Bisquette by it- 
self shows the feeling for monotone 
ensembles, but contrasting accessory 
accents, including shoes, will still do 
the volume business, especially in the 
brighter colors. 

Two-tone, multicolor, and ombré com- 
binations in all leathers are increas- 
ingly important. Unusual combina- 
tions, such as navy, brown, and gray, 
are being tried, and pastel shades, as 
well as dark or bright tones. Some- 
times the idea of combining colors is 

[TURN TO PAGE 64, PLEASE] 
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WEAK ARCH 


Realize that no person’s two feet are exactly 
alike. Hence the only scientific and logical way 
to relieve and correct Weak or Fallen arches is 
by individualized fitting of Arch Supports that 
may be progressively adjusted as the condition 
of the feet improve as shown above... This 
explains why “arch supports” shoes of one 
standard elevation to fit all feet fail to give 
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Nothing But ARCH SUPPORTS C 
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profit in them is big. 


Hoot Comfort 










an Give This 


their wearers the correction they expect. It 
explains why Dr. Scholl’s Arch Supports are 
so amazingly successful in correcting foot 
arch troubles... Our powerful reason-why 
national advertising is telling the public these 
facts every month. Are you tying up to it by 
pushing Dr. Scholl’s Arch Supports? The 


-APPLIANCES—REMEDIES 
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Write for Catalog to 
THE SCHOLL MFG. y 
CO., Inc., Chicago, I. , 













Fall Promotions Emphasize Shoes 


[CONTINUED FROM PACE 40] 





special exhibition, to which important 
stars and studio designers, as well as 
the fashion writers and stylists of 
Hollywood and Los Angeles, were in- 
vited. 

This entire promotion by the Robin- 
son store was based on the fashion 
fact that this year the shoe is the most 
important accessory in the entire en- 
semble. All merchandise selected by 
the ready-to-wear buyers and the Rob- 
inson fashion: staff was chosen with 
primary consideration for its suitabil- 
ity for use with the shoe fashions 
developed by Paul Kirsh, shoe salon 
manager. The response to this promo- 
tion was so great that the sales ca- 
pacity of the newly enlarged shoe 
salon, with its seating capacity of 175 
persons, was taxed to the utmost dur- 
ing the three days that it lasted. Most 
of the interest shown, it is reported, 
was in grades retailing from $13.75 
up. 

H. P. Wasson & Co. of Indianapolis 
called attention in an interesting ad- 
vertisement to the fact that “Wasson’s 
introduced Foot Saver shoes just six 
months ago, believing their exclusive 
Shortback last to be the greatest single 
achievement in modern shoe craftsman- 
ship. ... Our New Fall Foot Savers 
are here! The largest selection we 
have ever shown, more beautiful in 
line, more delightful in color and finer 
in material. Styles dramatic as a 
Paris import in velvety suedes, fine 
glove kids and sturdy bucko. All are 
made over the exclusive Shortback last 
that brings you perfect fit at toe and 
heel and gives your foot the deluxe 
air of the custom dressed.” 

Krupp & Tuffly of Houston, Texas, 
presented in one of a series of inter- 
esting early Autumn ads, an original 
design which they call the “Step- 
Ladder Bootee,” pointing out at the 
same time that “Hat Crowns Go High- 
er; Hemlines Go Higher; Shoe Fronts 
Go Higher! Here’s a new Kruvp & 
Tuffly original shoe fashion styled to 
the tempo of the hour—in a new, soft, 





girdle-like construction that fits well 
and is ever so comfortable, due to the 
use of the new Lastex fabric gorings. 
Choose your ‘Step-Ladder’ in the cos- 
tume accenting shade you like best: 
New Wine, Clangreen, Navy, Coffee 
Brown or Jet Black in Suede.” 

In a striking and very effective full- 
page advertisement which reproduced 
fourteen new Fall Styles, Potter’s, of 
Cincinnati, recommended, “For your 
triumphant entrance into a glorious 
Autumn, Potter’s Fashionette High 
Fashion Footwear, $6.50. Fashionettes, 
the perfect transition from sultry Sum- 
mer to smart September! Suedes in 
glorious abundance ...soft as down... 
of charcoal blackness or full-tone 
Brown, as well as strips of multiple 
color suedes. Ravishingly styled ... 
some gayly matched with gleaming 
patent or calfskin. Poke a smart foot 
into Autumn with the footwear that 
adapts itself to your foot with un- 
canny precision ... that gets word after 
word of praise from everyone. Your 
own conscience will tell you . .. there 
simply isn’t anything more fashionable 
than Fashionettes.” 

In New York, B. Altman & Co., Fifth 
Avenue, stress the important relation 
between shoes and handbags in an ad- 
vertisement featuring “Companion 
pieces in perforated suede.” This 
famous retail establishment advises 
“more pairing off in accessories to give 
your costume that related, planned look. 
The new perforated Balta shoes, a soft 
little step-in with a bow. .. a trim high- 
cut boot. And, inspired by them, a bow 
bag and a superbly simple looking disc 
bag. Very new, very happily com- 
bined.” Both shoes are illustrated in 
the advertisement and both are priced 
at $16.75. 

Advertising “Fall Suedes in Perfect 
Harmony,” Russek’s, of Detroit, says 
of them: “Just as pure color tones and 
grace combine musical consonance, so 
do Autumnal shades and masterful de- 
sign combine to make La Fay Shoes 
beautiful. See how perfectly balanced 








is the model sketched. See how these 
three multi-colored wing tips conspire 
to make your foot appear shorter and 
how their upward swing slenderizes the 
ankle. Black or brown suede, $10.” 

Announcing “An entirely new line... 
in keeping with the refined tastes of 
St. Louis women who prefer elegant 
simplicity,” Scruggs-Vandervoort- 
Barney illustrate ten different designs 
and recommends them by saying: 
“These are your kind of shoes, madame. 
We know because time and again we’ve 
heard you say, ‘I want something new, 
smart, but not too fussy.’ Time and 
again we’ve watched you choose the shoe 
of quiet taste over the ‘fad of the 
moment.’ And so, with these preferences 
in mind, we bring you ‘Customcraft 
Van Moors’... the shoes that have 
won a national reputation for their 
elegant simplicity. They are emphati- 
cally new in line, color and detail; but 
they are tempered with a measure of 
dignity which will please you immense- 
ly. They are, in a word, the shoes of 
a lady.” 

Under the caption “What shoes shall 
I wear?” Imperial Shoe Store of New 
Orleans illustrates a wardrobe of six 
pairs, comprising shoes for sports, 
evening dress, street costume, and for 
wear with winter coat, cocktail dress 
and campus clothes. “The Fall Fashion 
Show is on,” says the advertisement, 
“the curtain rises on one of the most 
dramatic fashion scenes in history. ... 
The spotlight is definitely focused on 
footwear. .. . With skirts rising four- 
teen inches from terra firma . . . with 
short dance frocks in vogue ... your 
shoes play a more important role than 
ever before. Imperial’s stage is all 
set for Fall... every type of shoe you 
ever dream of, from simple little play 
shoes to the most intricate of evening 
sandals . . . from hostess slippers to 
riding boots. . . . And every pair has 
been selected for its superb quality, as 
well as for its sound relation to current 
fashions in clothes.” 

[TURN TO PAGE 64, PLEASE] 
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SALESMEN WANTED 


SALESMAN WANTED 


WANTED TO PURCHASE 








SALESMEN WANTED 
OHIO - MICHIGAN - INDIANA 

A nationally known Arch line is 
prepared to extend its territories to 
the above States. 

Applications will now be received 
from experienced salesmen familiar 
with the trade in these States. 

Here is a splendid opportunity for 
several salesmen. Initial hard work 
in establishing good outlets will even- 
tually show excellent and permanent 
earnings. Correspondence confiden- 
tial. Address F-519, care Boot & Shoe 
Recorder, 239 West 39th Street, New 


York, N. 








The Best Side Line in the Country 


SLIPPERS & SANDALS 


Established trade in Pennsylvania, Ohio, and 
Texas. Also Illinois, Wisconsin, Minnesota, 
Iowa, Nebraska, and Oklahoma. 


THE GEO. N. COHEN CO. 





81 Reade St. New York City 








SIDE LINE SALESMEN wanted for Eastern, 
Southern and Middle Western territories to 
carry a short line of In-Stock High Grade 
uvenile Goodyear Welt Footwear to retail at 
3.00, $3.50 and $4.00. Also Men’s Stitch- 
Romeos. Straight commission. Give ref- 
erences and lines carried, and state territor 
ou are covering. Address Hagerstown Shoe 
ing Company, Hagerstown, Maryland. 





SIDE line salesmen for pr ree gr popular 
priced line of baby and infants’ fine stitch- 
downs. Liberal straight commission. Address 
F-518, care Boot & Shoe Recorder, 1627 Locust 
St., St. Louis, Mo. 





SHOE Salesman Wanted: We have openings 
from time to time for young energetic men 
of good character and habits with some shoe 
experience in retail selling. If you live in the 
middle west, and are now employed, and would 
like to connect with our oan operating 
eleven stores in Illinois, selling such shoes as 
Footsaver, Florsheim, Red Cross, Buster Brown, 
etc., we would like to hear from you. Please 
state age, experience, nationality, church con- 
nection and give references. Will not consider 
any man using intoxicating liquors, nor exces- 
sive smokers. Must be of high moral character, 
and clean living. Write A. J. Bowman, c/o 
Bowman Bros. Shoe Store, Monmouth, Iilinois. 





SALESMEN—Shoe & Shoe Findings, wanted 
to sell an old established side line. Thirty 
vears in business, every shoe store needs them. 
No competition, 25 and 30% commission. Write 
Gus V. Wells, 686 45th St., Des Moines, Ia. 





SALESMAN Kentucky, Tennessee; eastern 
wholesaler’s large line Misses’, Children’s 
stitchdowns, McKays, welts. Also, complete 
line Christmas slippers. May be carried as 
sideline. Address F-516, care Boot & Shoe 
oe 239 West 39th Street, New York, 





FOR RENT 


FOR RENT—In Olean, N. Y. (city 21,000, 
trading area 111,000 pop.) heavy traffic side 
of main street, ground floor, 22’ front x 130’, 
concrete basement, modern front, next door to 
largest theatre, opposite Montgomery Ward, 
gE included. Owner: Bordonaro Bros., Olean, 








POSITION WANTED 





SHOE Buyer with ten years’ retail and depart- 
ment store experience desires change. re- 
fers a large city or town, doing sizable volume. 
Will furnish A-1 references upon request. 
Thirty (30) years of age, married. For in- 
formation address F-515, care Boot & Shoe 
em 239 West 39th Street, New York, 





HOE EXECUTIVE OR BUYER: Here is 

your opportunity to acquire the services of a 
capable and intelligent assistant who is now em- 
ployed but seeks further advancement. Eight 
years in Merchandising Department of large, 
successful, eastern chain organization. College 
education, executive exnerience, age 30, married. 
Address F-514, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





WANTED TO PURCHASE 








WE BUY 
Entire or os Wholesale and Retail 
Stocks. Also Branded Shoes such as 
ae - ¥-- Pe: ‘a 
5 re. rver, 
tonians, Stetson. Red Cross. Nunn Bush, Ete. 
IRVIN BRUBIN 
“The House of Jobs’’ 
8® Reade &St., Cor. Church 
Barclay 7-7887 


Phone New Yerk City 





SHOE STOCKS BOUGHT 


Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 


79-81 READE STREET, NEW YORK, WN. Y. 
Telephone WORTH 2-5180, 5181 














MERCHANTS’ NEEDS 





— 





For Spats and 
Shoe Ornaments 


Also our newest patent 
zipper spat, 














MILITARY 
SHOE 
STAND 








HERE'S A SELLING HINT THAT 
WILL SELL MORE MEN'S SHOES 


Display men's shoes this eye-catching way. 
Shpiey them as a man sees his shoes right on 


is bs 

This efficient shoe stand grasps the shoes and 
holds them in the identical position a man holds 
his feet while seated. And placing them in 
your window as illustrated, you'll be showing your 
men's shoes to a better advantage. And be 
making a stronger bid for your men's business. 


$6.00 a dozen $3.50 half dozen 
M. D. POLLINGER CO. 


Stamford, Conn. 

















Buyers of Surplus Stocks 
from manufacturers, Jesters orretaliers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 














Earl Morgan Starts Own Store 


ABERDEEN, WASH.— Earle Morgan, 


formerly with the Brown-Elmore Shoe 


Store for fifteen years, has opened up 
his own shoe store in this city. He is 
centralizing on the Selby Arch Pre- 
server line. 





address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
[== Advertisements for this page must be in our New York office on Friday of the week preceding publication. “@eg 


Minimum charge, $1.25. 
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N.S.R.A. Offers 
Analysis of 
Operating Expenses 


[CONTINUED FROM PAGE 43) 


At a meeting of the board of direc- 
tors of the National Shoe Retailers 
Association, held during the recent 
Spring Style Conference in New York, 
the value of these reports, both to the 
merchants and to the industry at large, 
was emphasized by various members of 
the board, and it was voted to continue 
this statistical analysis of shoe store 
operations on a more extensive scale 
in the coming year. Early next year 
the N.S.R.A. will send out question- 
naires and shoe merchants will be 
asked to submit their figures direct to 
Dun and Bradstreet. All who do so 
will receive a copy of next year’s re- 
port without cost. Retailers who did 
not submit figures this year and who 
desire a copy of the 1936 analysis may 
obtain the same at a cost of $1 by 
applying to National Shoe Retailers 
Association, 274 Madison Avenue, New 
York, N. Y. 


Dantzic to Open Family 


Shoe Store 


NEw York — S. Dantzic has an- 
nounced that he will open a shoe store 
of the family type at 2784 West North 
Avenue, Baltimore, Md. Mr. Dantzic 
is well-known in Baltimore shoe circles, 
since he was formerly buyer at The 
Hub in that city.. More recently he 
bought shoes for The Namm Store, 
Brooklyn, New York, whose department 
has been taken over by the Wohl Shoe 
Co. 


Michigan Shoe Men 
To Convene in Detroit 


DeEtrRoIT—The Michigan Shoe Deal- 
ers Association voted on Tuesday of 
this week to hold their 1938 state con- 
vention January 9, 10 and 11 at the 
Hotel Statler, Detroit. 


Cleveland Store in New 


Quarters 


CLEVELAND, OHI0—The Roy Logan 
shoe store, formerly located at 1974 
East 9th Street, has moved into new 
quarters at 741 Euclid Avenue. The 
store is trimmed in the regulation red 
and white with modernistic, hanging, 
lighting fixtures and open stock shelves. 
Space was tripled by the move. I. Turk 
is the store manager. Purchasers of 
shoes on opening day were given their 
choice of a pen and pencil set or three 
Pairs of hose. It proved a busy day. 


1937 
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MERCHANTS’ NEEDS 











BRANNOCK SHOE- 
FITTING SYSTEM 
1 INCREASE REPEAT SALES 
Satisfied customers return 
2 ATTRACT NEW CUSTOMERS 
One tells others 
3 SAVE % OF FITTING TIME 
Cut down try-ons 
Write for Descriptive Folder 
and list of shoe factories offering Brannock Devices 
at special cooperative price. 
THE BRANNOCK DEVICE CO. 
SYRACUSE, N. Y. 











FLASHER 


THE PROFIT 
Figures Markup Instantly 


Anyone who figures markup cannot 
afford to be without one. 


MURRAY C. FRENCH CO. 





540-16th - - - - DENVER, COLO. 








Tacoma Factory Starts Store 


Tacoma, WASH.—The Bone Dry Shoe 
Store recently opened here specializes 
in men’s shoes for sportsmen and work- 
ingmen. The shoes are locally made 
and the store is operated by the fac- 
tory. A complete repair is a feature. 
The front and fixtures of the store are 
quite pleasing. A terra- cotta, rust- 
colored front and the new chrome 
chairs makes it a real man’s place. 

The feature shoe is the Paul Bunion 
Logger which is a seamless shoe with a 
combination heel and instep in the 
work shoe. The store also maintains a 
pattern department for all shoes pro- 
duced by the factory so that patterns 
may be tested out on the feet of wear- 
ers before being put in the line. The 
store also carries a complete line of 
woolen Cruisers for men.. Cruisers and 
loggers are sold the year around in this 
part of the country. 





ANEW SERVICE 


We are specialists in all types 
of shoe repairing and ortho- 
pedic work, such as— 

Cork raises 

Napoleon taps 

Long counters 

Metatarsal bars 

Jones bars 

Denver heels 

All types of wedges 
We cater to exclusive department 
stores and shoe retailers. 
Ladies’ — men's — children's shoes 
rebuilt, relasted scientifically, fac- 
tory method. 
Shoes made longer by KANNEN 
process. 
Shoes reconditioned, refinished for 
stock. 
We remodel high shoes into ox- 
fords. 
We remodel oxfords into pumps. 
Rebinding, cut vamps, replacing 
collars and all types of fitting done 
by expert fitters. 
Mail orders and Express shipments 
receive our prompt and undivided 
attention. 
Price list mailed on request. 

Quality and Service Is Our 
Aim 


KANNEN-ORTHOPEDIC 
SHOE REPAIR CO., Inc. 


8-10 West Thirty-Sixth Street 
New York City 


























Julius Miller Joins 
Schwartz & Benjamin 


New YorK—Schwartz & Benjamin, 
Inc., manufacturers of Customcraft 
shoes, have announced the addition to 
their sales organization of Julius 
Miller. 

Mr. Miller has been prominently 
identified with the shoe industry for 
many years and is well known through- 
out the country. He has extensive ex- 
perience in the quality shoe field, which 
will be applied in his contacts with shoe 
retailers for Schwartz & Benjamin. 


Jesberg Leases Pasadena 
Department 


PASADENA, CALIF.—Paul A. Jesberg, 
proprietor of Jesberg’s Walk Over shoe 
store in Los Angeles, has leased the 
Women’s and Children’s shoe depart- 
ments in the Mathes Department store 
and will operate them in conjunction 
with his present Southern California 
retail shoe enterprises. Walk Over 
shoes will be the women’s featured line, 
while Jack O’Lantern shoes will be 
used for the misses and children. Nel- 
son Bros. will continue to operate the 
men’s shoe department in the Mathes 
store as heretofore. 
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Shoe Fitting Classes. Resumed 


New York—The Shoemen’s Educa- 
tional Guild here will resume their 
courses in Foot Anatomy and Shoe Fit- 
ting on Tuesday evening, Oct. 5, at 
8:30 o’clock at 358 Fifth Avenue. Lec- 
tures will be given weekly on pertinent 
subjects under the tutelage of Dr. 
Arthur J. Weissblatt, the guild’s educa- 
tional advisor. 

The guild extends a cordial invitation 
to all interested shoe men to attend 
these weekly lectures. 





Shoe and Leather Agency 
Moves Offices 


PHILADELPHIA, Pa.—The offices of 
the Shoe & Leather Mercantile Agency, 
Inc., in this city, which has been serv- 


ing the shoe, leather and allied trades ' 


in the Philadelphia territory for the 


past 58 years, has been moved to new , 


and larger quarters at 148-51 Bourse 
Building, here. 

The new offices have greater and im- 
proved facilities over the old quarters, 
being situated in the heart of the Phila- 
delphia shoe and leather districts. The 
offices were formally opened for inspec- 
tion on Thursday, Sept. 30, and the en- 
tire official family of the agency were 
on hand to greet the many visitors. 





New Ideas in Leather 
[CONTINUED FROM PAGE 60] 


expressed simply in piping or stitching. 

The best colors in reptiles are brown, 
wine and amber. 

White is, of course, definitely the big 
Summer color, in suede, kid and smooth 
or grained calf. Tanners expect to sell 
colored leathers to a certain extent for 
trimming white shoes. Some combina- 
tions suggested are white with blue for 
piping or trim, or white with members 
of the brown, spice and rust group. 
White on blue is also expected to be 
important. 

Judging by those seventy well-stocked 
booths at the show, we are due for an 
interesting and colorful season so far 
as leathers are concerned. Wise buy- 
ing now should include earmarking a 
certain sum for use when later de- 
velopments in finishes and colors are 
put on the market. 





Fall Promotions 
Emphasize Shoes 
[CONTINUED FROM PAGE 61] 


These are a few quotations from cur- 
rent ads which illustrate broadly the 
type of copy which shoe merchants in 
various cities are using to promote their 
Autumn styles. With such convincing 
copy, and with ads as attractive to the 
eye as they are interesting to read, cus- 
tomers should be persuaded to buy on a 
scale that will make this Fall an un- 
usually successfully shoe season. 
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ABBOTT SHOE CO., No. Reading, Mass................5- ees Sars 
Bee es a oe. Wilton, Mia oie SP Dicer 
CAMBRIDGE RUBBER CO., Cambridge, Mass.............-..0.0 000 eee ee ... 46, 47 
CHIPPEWA SHOE MFG. CO., Chippewa Falls, Wis...............0- 50. cee eee eee 43 
CLAPP, EDWIN, & SONS, INC. E Weymouth; Masecec3 vicis.s bgiwe es says vee cc ae 
CONJOR, H., SHOE CO., Brooklyn, N. BRE CA SE, gla yt 54 
DANVERS SHOE co., Newburyport, __ See ae ADRs ewan EN y Pee eS 56 
ENDICOTT-JOHNSON CORP., Endicott, N. Y..........0 000 ccc cece cnn eee 9 to 16 
Pitpmapeeie See 4 Chicago, Wisi. c cio. cc cece eects tenet enue 20 
FRIEDMAN-SHELBY SHOE CO., St. Louis, Mo..............0 000 c ccc ccc eee eee ee 22 
, GREAT EASTERN SHOE CO., Boston, Mass..............-0.00005 ue a Be 56 
GREEN SHOE MFG. CO., Boston, Mass............ 000 cece cece eee teenies "Back ‘Cover 
HOOD RUBBER CO., INC., Watertown, Mass... ........00 00 ccc cece ee cece eens 5 
MANFIELD & SONS, Philadelphia, Pa.................-00000 0k S pritasncredeseaia. 55 
MILLER SHOE CO., THE, Cincinnati, Ohio. ............., 00. oo dec ccc ee eee 4\ 
MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, ind. RAL eee 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, UM Bn ce Soi rs tee 54 
NATHAN, DAVID T., Boston, Mass..............0 020 eee ccc ceeeeeee Si tiiamite neem 58 
NUNN-BUSH SHOE CO., Milwaukee, Wis.......................0.2.. 3rd Cover 
ee I OIG NM oe eae Sele dl la Pete ew eck 58 
PEDICRAFT SHOES, Philadelphia, Pa...................-0.00005- eee ere 
SPURL, Ming Ms ORTON; NOES. ooo cose va ccasecleccncencepedes Po tate he a 
PUI te Wena TOROIIOEN, RIB. 5.0 cn. 5 o's) eae vds re WES cc iclecn ce sneesdacebeuses 54 
SCHWARTZ & HERDER, INC., Philadelohia, Pa... 0... 0... ccc cece vee eee 58 
UNITED STATES RUBBER PRODUCTS, INC., New York City................ Front Cover 
eT Ee I hs, on ons vs ano woe Sa chee cv tes coe ocbGegasves ! 
WEYENBERG SHOE MFG. CO., Milwaukee, Wis...... 2.0.0.0... 0c cece cee cee e es 37 
WRITE, Sete GHP NeT mts LOG MMOs: is a csi beens dae a 
WRIGHT, E. T., & CO.. INC, Rockland, Mass................0... 0c ee eee iter ge 
LEATHER AND OTHER MATERIALS 
GCOROMIAL TANNING CO. Boston, Mass... .5 . iiccinccde ccc cdl cccvcncretcd sleds. 2 
HUBSCHMAN, E., & SONS, Philadelphia, Pa..... 0.0.60... cece eee eee eee 2nd Cover 
Pern RU RE, IREOO, PAROS oo m5 oo occ css cs 0c ccceecrcdpeeweecuscesseus 45 
RecorNeey Veneer ec, GW. YOUR Cl. 8, cos ces ncctceecusvcccccssvicsecccen 53 
SUP. SIREN TR EP FIAEINORIO, POs. 5 ccc co co ccccccenccescoccescvccces 4, 53 
UNITED STATES RU®BER PRODUCTS, INC., New York City...................0.. 49 
VAN VAaeee COIPIER OO, MHOPWIEN, GOT. 66555 cic ccc ccc te cccccccseecens 58 
eR as BOUTON, MIB oo ook ok cides wdc ec coeevicwncg vbtessscuns 53 
MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 
MEARS, FRED W..'% CO., INC., Boston, Mess... 00.0... ccc cceccccceccccccesvcces 18 
SPAULDING FIBRE CO., No. Rochester, N. H....... 0.0 ccc ccc cee cee eec ccc cuuuees 3 
UNITED FAST COLOR EYELET CO., Boston, Mass........... 0.0 cccceecce ccc ueeees 8 
UNITED SHOE MACHINERY CORP., Boston, Mass...........00.0cc cece cuccceece 17. 50 
STORE EQUIPMENT AND FINDINGS 
SRANNOCE Oivice GO, Syrecusd, NOY .. 56.06 i bce ie ke 63 
MANOLIS MANUFACTURING CO., Chicago, Ill. ........ 0.2 c cece eee eee ences 62 
MOHAWK CARPET MILLS, New York City. ............ 0. cc cece ccc ee cere eeeees 57 
NATIONAL VULCANIZED FIBRE CO., Wilmington, Del................... ccc cece 54 
POLLINGER, M. D., CO., Stamford, Conn.......... ccc cece ccc ccccecceevcceuecs 62 
SCHOLL MFG. CO., INC., 8, ARES AHS Sea opp cite  enaaiios 6l 
SHOE FORM CO., ‘Auburn, ee vb e sh ei ads bees CHR b aan bad cannes 59 
WIZARD COMPANT, Sti Louis, Moe. 5... asec ccc ccc cec rece ence age cvuicsite ov 55 
MISCELLANEOUS 
BARIS SHOE COMPANY, New York City.............. 0c ccc cece cece rece cueeens 62 
EDWARDS, VINCENT, & CO., New York City............. 0c ccc cece eee cent ee neee 60 
HOTEL HOLLENDEN, Cleveland, Mago cia eta doles cor bisa dee whe bind Vids baie yes oars 60 
IRVIN RUBIN, New York (ESR GARE SIS Rt A aR a OIE ac eC Oa 62 
KANNER-ORTHOPEDIC SHOE REPAIR CO., INC., POU FOUN CIWS co fice pr ciseulese 63 
KIRSCH-PLACHER CO., INC., New York ETE ee nck 62 
TOLMAN-DAVIDSON ADVERTISING PRESS, INC, Doeten, Wms oii aie sf gecies 58 
PRET POUNNET, UID, OOS 6 on ook sw os cnc cw bck us dpweaswerecicwssncdees 54 
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“Compo makes it possible for us, as wholesalers, 
to give high fashion at a moderate price and to 
sell shoes that look like a higher priced line. 
There’s a suggestion of fine craftsmanship about 
them —- a trimness, flexibility and light weight 
not possible with any other type of construction. 
Naturally, they sell better and give greatest sat- 
isfaction to our dealers and their customers.” 
Best Shoe Company was among the first to sell 
and promote Compo Shoes. And each year, in- 
cluding every depression year, their volume has 
jumped. To date the Best Shoe Company has sold 
over a million pairs of Compo Shoes. Every one 
was a genuine Compo, because Compo Equip- 
ment and Compo Adhesives were strictly speci- 
fied from every source of supply. Many other 
manufacturers, wholesalers and retailers have 
built similar success stories by using Best Shoe 
Company’s formula of specifying genuine Compo. 
Comro SHOE Macuinery Corp., Boston, Mass. 


Vides OmeQ) 


Compo Makes the Machinery that Makes the Better Shoes 


— 
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STRENGTH 
SECURITY 
ECONOMY 












UNISHANK 


ren serannanene nen 


OSES PaaS ae 


BREASTLOCK 
HEEL 





UNISHANK innersoles and BREASTLOCK wood heels are two 
logical and practical features that progressive manufacturers 
are using on women’s high heel shoes. 


The BREASTLOCK heel with its special anchoring device, to- 
gether with UNISHANK innersoles, gives new security against 
“kicking under” or “kicking back.” Smaller and shorter soles 
can be used and flap laying is eliminated. Unishank gives 
rigid arch support that is vitally essential. 



















Modem style versions emphasize the importance of these two 
basic improvements in shoemaking technique. 






UNITED SHOE MACHINERY CORPORATION 


BOSTON. MASSACHUSETTS 
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The ABC of Modern Shoemanship 





Profit ale aoe aitas | 
By Selling ae i 
Foot Comfort , 
Service! 





. Product With a Service Appeal. 


Confidence-Creating Store Fronts and Window 
Displays That Bring Customers in Half Sold. 


Professionalized Salesmanship, Personalized Shoe- 


Fitting Service and Complete Knowledge of Product. 


All tools for selling and a part of the sales engineering scheme of health spot shoe 
shops. Dignified showmanship in the form of educational window displays proves 
itself a valuable factor in developing the shoe store of tomorrow. The public is 


seeking that service! 








- 


A Few Franchises for Exclusive Health Spot Shops are Available in Certain Cities 
in the United States With a Population of 25,000 to 100,000 
This is the Shoe Retailer’s Golden Opportunity! 


MUSEBECK SHOE CO. 


DANVILLE, ILLINOIS 
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without salary 


Not only does Daniel Green make slippers and sandals so 
delightfully styled and excellently made that selling is 
really simple, but Daniel Green adds materially to your 
selling staff in the form of powerful punches of national 
consumer advertising. 


These Daniel Green advertisements that appear con- 
sistently in magazines read by many hundreds of thou- 
sands of women every month are actually additional sales- 
men working for you. They give a strong selling story, 
help you push Daniel Green slippers and sandals, and 
mean a considerably larger volume for you. 


Make it a point to see the complete line Daniel Green 
has to offer for 1937-1938. Footwear you'll enjoy carry- 
ing, enjoy profiting on. Footwear advertised and sold to 
women all over the country. Footwear, dealers everywhere 
rely on as the backbone of their money-making stock. 


(A) 60278—Satin open 
toe and open shank 
D’Orsay. 17/8 heel. In 
Black and in White. AAA 
to B Widths. Price $2.95. 


(B) 70263 — The Tux- 
edo. A new pattern opera 
of satin and velvet com- 
bined. In Black, Corona- 
tion Blue and Dubonnet. 
AAA to B Widths. Price 
$2.70. 


(C) 70239—The Adoré. 
A satin open side D’Orsay 
with satin lining and sock. 
In Black and in White. 
AAA to B Widths. Price 
$2.55. 


(D) 20233 — Velvet 
opera with shirred satin 
trim, sateen lining and 
sock. In~ Black, Royal 
Blue, Flame and Wine. 
A and C Widths. Price 
$1.95. 


(E) 70247—The Tiffin. 
A satin high-riding opera. 
You'll see this number in 
the November LADIES’ 
HOME JOURNAL, going 
to thousands of women. 
In Black, White, and in 
Tea-Rose. AAA to B 
Widths. Price $2.95. 


(F) 60987 — Satin eve- 
ning sandal with 12/8 flat 
heel. In White and in 
Black. AAA to B Widths 
Price $3.90. 


FS | 
The DANIEL GREEN COMPANY pDoLceEVILLE, NEW YORK 


SALES OFFICES: NEW YORK, CHICAGO, BOSTON 
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4G New York Women’s Shoe Retailers 








1664—Same in Misses. 








Sizes 1214/3. $1.35 


3560—Girls’ Brown Side Oxford, Brown Patent Tip and Eyelet 
Panel, 10/8 Leather Heel, Cempro Construction. Sizes 34/8. 


$ . 
3561—Same in Misses with 8/8 Heel. Sizes 12%4/3...$1.30 
3561 %—Same in Childs with 5/8 heel. Sizes 84/12 $1.20 


in stoek 


1630—Girls’ Gun Metal Oxford, Nickel 


Eyelets, Grey Stitched, 11/8 Rubber Tap 
Heel, Goodyear Stitched. Sizes 34/9. 

$1.60 
1631—-Same in Misses with 8/8 heel. 
Sizes 12%/3.. 35 
16311%— Same in Childs with 5/8 heel. 
Get ashes 6s a $1.25 
1632—Same in Blonde Side, Brass Eye- 
lets, Blonde Stitched. Sizes 344/9 $1.60 
1633—Same in Misses. Sizes ia 
16331%4—Same in Childs. Sizes 844/12. 

$1.25 


1661—Girls’ Gun Metal Oxford, Patent 
Tip over Tongue, Grey Stitched, 11/8 
Leather Heel, Goodyear Stitched. Sizes 
LY. Rae RST aetna ee So $1.60 
1662—Same in Misses with 8/8 heel. 
Sizes 1214/3 1.3. 

1663--Same in Brown Side with Brown 
Patent Tip over Tongue, Blonde 
Stitched. Sizes 344/9..........$1.60 


3554—Girls’ Black Subuck Oxford, Patent Tip and Eyelet 
Panel, 10/8 Leather Heel, Cempro Con- 
struction. Sizes 344/ 


S...,.. ae 





3555—Same in Misses with 8/8 Heel. 
NS 0S, eae ee $1.30 
3555%—Same in Childs with < 
Heel. Sizes 844/12............ $1. 


2023—Girls’ Brown Side Oxford, Brown 
Patent Quarter Panel and Strap, Brass 
Eyelets, Goodyear Welt, ia Leather 
Heel. Sizes 3/9, Width B, C....$1.70 


1437—Girls’ Gun Metal Snap-on Kiltie 
Tongue Oxford, Nickel Eyelets, Rubber 
Sole, 10/8 Rubber Tap Heel, McKay 
Construction. Sizes 3146/9...... $1.40 
1438—Same in Misses with 8/8 Heel. 


NS 6 oe”, ee ra ee $1.30 
1439—Same in Brown Side. Sizes 
LN Ba a, $1.40 


1441--Same in Misses. Sizes ght 


1.30 







ENDICOTT -) OHN SON 








A 


f 
f 
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Advertised OXFORDS This Past Week! 


The retailer of women’s shoes in the New York market is selling against 
the world’s toughest competition. He can’t afford to make mistakes. Every 
dollar he spends in advertising must PRODUCE. And when 47 New York 


advertisers see fit to feature oxfords in the New York papers during a 


single week, you can bet that women are buying oxfords .. . NOW. 


From the pert young junior miss just out of short skirts. to the smart 
college senior, every young woman who passes your door during this com- 
ing month will be an A] prospect for a new pair of oxfords. WHAT HAVE 
YOU GOT TO SHOW HER? 


Take a tip from the New York retailer. Push OXFORDS through October. 
A good selection of these handsomely styled Endicott Johnson swagger 
oxfords in your windows, will draw more business than any other line you 


ean show .. . with the possible exception of your high-stvle line. 


Check these patterns now. Put your order through in today’s mail. You’ll 
have the shoes on the road to your store, for immediate selling. within 


a few hours after we receive your order. 


3259—Misses’ Black Subuck Oxford. Patent Tip 
and Tongue, Gun Metal Quarter Panel, 8/8 Leather 
Heel, Cempro Construction. Sizes 124%2/3.. $1.30 


32591%4—-Same in Childs. 5/8 Heel. Sizes 
814/12 : ey $1.20 


3261—Same in Brown ‘Subuck ual Brown Patent 
Tip and Tongue. Sizes 121%4/3 .$1.30 


32511%-—Same in Childs. Sizes BY /12.. .... $1.20 


1652—Girls’ Brown Side Oxford, Brass Oblong 
Eyelets, Brown Patent Vamp and Quarter Lacing, 
Blonde Stitched, 11/8 Leather Heel, Goodyear 
Stitched. Sizes 3/9 $1. 
1651—Same in Gun Metal, Nickel Eyelets, Gun 
Metal Patent Lacing, Grey Stitched. Sizes 3/9 $1.60 
1489—Girls’ Brown Side Oxford, Square Brass Eye- 
lets, Blonde Stitched, Rubber Sole, 10/8 Rubber 
Tap Heel. McKay Construction. Sizes 3/9 $1.37% 
1488—Same in Gun Metal, Nickel Eyelets, Grey 
Stitched. Sizes 3/9 $1.37% 
2002—Girls’ Gun Metal Kiltie Tongue Oxford. 
Nickel Eyelets, Cord Stitched Vamp, 11/8 Leather 
Heel, Goodyear Welt. Sizes 3/9, Widths B,C $1.70 
2020--Same in Black Suede. Sizes 3/9, Widths 
DG oor. 
4 -Same in Brown Suede. Sizes “ Widths 
mee 


JENDICOTT. NY ei%ad8 








+ 


BOOT AND SHOE RECORDER, October 9, 1937 


Roel iw shoes 





| 


pentose heel _ a 


i Today’s fashions being what they are — shoes play a 
| 
| | dramatic part. Shoes must look alive to stand the added 


attention they receive in the wide open spaces left by 





I the new, shorter, sheath-dresses. Evans Feathernap 


SuEDE is the ideal material to express the new mood. 
| Its perfect length nap and its velvety suppleness give 


| shoes an arresting, live look. 


The Louis H. Salvage Shoe Company realize the value 
of Feathernap. They — like other shoe makers who keep 
apace with trends — specify Evans Feathernap Suepe 


to add all the sales appeal of finely tanned leather to 





their footwear. John R. Evans & Co., Camden, N. J. 
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LOUIS H. SALVAGE SHOE CO., INC. 
MANCHESTER, NEW HAMPSHIRE 





THE KID WITH A DEFINITE SALES INFLUENCE 
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“TOPS IN THEIR GRADE’ 


While custom permits a firm to broadcast the virtues of its product, we prefer to sing the praises 

of Florsheim Shoes for Women in the words of the dealers who retail them. Naturally it’s 
gratifying to report that many Florsheim dealers voluntarily wrote us praising their Fall 
shoes .. . all agreeing that Florsheim Shoes for Women are ‘‘tops in their grade’’. . . ‘‘the 
| finest shoes we have ever had at their price.’’ Such opinions from prominent retailers should 
| be of interest to those other merchants who can sense the wisdom of pushing America’s 
l } most-talked-about line of quality footwear for women. If you are open-minded enough to talk 


with the Florsheim representative in your territory, we would appreciate a word from you. 


. || * 
\ ln Stock. THE NYSETTE; W-405 IN BLACK; W-406 IN BROWN; A FLORSHEIM GYPSY 


WITH THE COMFORT TWINS, FLAREWEDGE AND THE FEETURE ARCH. 


TO RETAIL AT | ()*° A FEW STYLES HIGHER 


Hleshiin SHOES FOR WOMEN 


THE FLORSHEIM SHOE COMPANY ¢ Manufacturers « CHICAGO 











